SHED AT BALTIMORE 2 EVERY MONDAY 


SINCE 


DAILY SCHEDULE OF EVENTS FOR THE 1950 NATIONAL CONVENTION 


SUNDAY, JANUARY 22 
N.F.B.A. Registration, Room 34, Chalfonte 


MONDAY, JANUARY 23 


9:30 a.m. and 2 p.m.—Business meetings of N.F.B.A., 
Carolina Room, Chalfonte 


TUESDAY, JANUARY 24 


7 p.m.—Annual N.F.B.A. Banquet, Grand Ballroom, 
Convention Hall 


WEDNESDAY, JANUARY 25 


9:30 a.m.—Meeting of N.C.A. Budget Committee, Suite 
1007, Traymore 

12:15 p.m.—Meeting of National Red Cherry Institute, 
West Room, Claridge ; 

2 p.m.—Meeting of N.C.A. Buildings Committee, Chip- 
pendale Room, Traymore 

2 p.m.—Meeting of Executive Committee and Officers, 
National Preservers Association, Marlborough 

3 p.m.—Meeting of N.C.A. Fishery Products Committee, 
Mandarin Room, Traymore 


THURSDAY, JANUARY 26 


9 a.m.—Meeting of N.C.A. Scientific Research Commit- 
tee, Pine Room, Traymore 

9:30 a.m.—Meeting of N.C.A. Home Economics Com- 
mittee, Stratosphere Room, Traymore 

9:30 a.m.—Meeting of N.C.A. Legislative Committee, 
Club Room, Traymore 

10 a.m.—Meeting of N.C.A. Labeling Committee, Chip- 
pendale Room, Traymore 

10 a.m.—General session of the National Preservers 
Association, Marlborough-Blenheim 

12:15 p.m.—Luncheon meeting of National Meat Can- 
ners Association, Rutland Room, Haddon Hall 


12:30 p.m.—Luncheon meeting of N.C.A. Administra- 
tive Council, Rose Room, Traymore 

12:30 p.m.—Luncheon meeting of N.C.A. Convention 
Committee, Rose Room, Traymore 

1:30 p.m.—Business meeting of N.C.A. Convention 
Committee, Mandarin Room, Traymore 

1:30. p.m.—Corn Canners Service Bureau Conference, 
Trimble Hall, Claridge 

2 p.m.—General Session of the National Preservers As- 
sociation, Marlborogph-Blenheim 


2:30 p.m.—Meeting of Associated Independent Corn 
Canners, Trimble Hall, Claridge 


3:30 p.m.—Meeting of Canned Pea Association, Trimble 
Hall, Claridge 


6:30 p.m.—Dinner for State Secretaries, Mandarin 
Room, Traymore 


FRIDAY, JANUARY 27 


9:30 a.m.—Canning Machinery and Supplies Exhibit, 
Convention Hall 

9:30 a.m.—Trustees’ meeting of Corn Canners Service 
Bureau, Pine Room, Traymore 

10 a.m.—Technical session of the National Preservers 
Association, Marlborough-Blenheim 

10 a.m.—Executive session of N.C.A. Board of Direc- 
tors, Rose Room, Traymore 

10 a.m.—National Kraut Packers Association meeting, 
Chippendale Room, Traymore 

2 p.m.—Open session of N.C.A. Board of Directors, 
Rose Room, Traymore 

4 p.m.—Meeting of Canning Industry Research, Inc., 
Pine Room, Traymore 

5 p.m.—Distribution of Attendance Awards by C.M.& 
S.A., Convention Hall 

7 p.m.—Young Guard Banquet and Entertainment, 
American Room, Traymore 
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EXCHANGE 


extends a cordial invitation to all Food 
Processors to visit our Booth 


B-3 
CONVENTION HALL 


and get the good news on the 1949 re- 
sults -- our 42nd year of service to the 3 
industry. 


Savings returns have averaged 40% of 
the customary premiums and have ftotal- 
led more than $22,000,000. 


If you are not participating in this low 
cost insurance plan, stop in and get the 
details. 


CANNERS EXCHANGE SUBSCRIBERS 


ATLANTIC CITY 
CONVENTION HALL Lansing 8. Warner, Incorporated 
BOOTH B-3 CHICAGO 34, ILLINOIS 
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REDUCE 
YOUR PLANT 


END the WASTE of 
brived and broken GO RN 


B Feed Table and Ear- 
Handling Mechanism 


double husker 


REDUCE YOUR 
PLANT 
“WASTE-LINE” 


by eliminating 
@ Unhusked Ears 


® Bruised and 
Broken Corn 


@ Extra Inspection 
Rehusking 


Waste Floor 
Space 


Write for detailed information on this or any 
other canning or packaging equipment or get 
in touch with your nearest FMC representative 


*KEEP FIT IN THE '50’s 


with modern FMC “waste-line” reducing 
equipment and machinery. 


with built-in motor drive 


You get the benefits of the most perfect and 
time-proven husking principle, when you equip 
your corn canning line with the modern, super- 
efficient FMC Double Huskers, as plant after 
plant is doing. 


The vibrating partitions in the husking hoppers 
immediately make a big reduction in your 
plant “waste-line”, by completely eliminating 
the tendency of corn to bunch up, or become 
broken and bruised. 


The FMC Double Husker handles mechanically 
harvested corn with the same high degree of 
efficiency as hand picked corn. It keeps the 
ears out of the “husk pile”. 


Figure what this means to you in savings on 
inspection, trimming and rehusking labor. The 
double operating capacity and compact motor 
mounting permit important floor space saving; 
and in addition to the greater yield, you get a 
finer quality pack. 


FOOD MACHINERY AND CHEMICAL CORPORATION 


CANNING MACHINERY DIVISIONS 
General Sales Office 
San Jose 5, Calif. 


Eastern General Sales Office 
Hoopeston, Illinois 


M & M Protects Every Link In 
The Merchandising Chain From 
Manufacturer To Consumer 


You prorEcr not only yourself but 
everyone who handles your products 
...tight down to the consumer... by 
insuring with Manufacturers and Mer- 
chants Indemnity Company. Dedicated 
to serving the food industry, Manufac- 
turers and Merchants offers you expert, 
experienced handling of food claims 
-+.protects you against loss and other 
expenses arising from claims... pre- 
serves the integrity of your products 
...and prevents the loss of retail out- 
lets and consumer goodwill. It does a 
complete job for less money. For full 
information on this complete, low-cost 
protection write: 


MANUFACTURERS & MERCHANTS 
INDEMNITY COMPANY 


Largest Writer of Food Products Insurance in the World. 
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Find Out Why in 
ATLANTIC CITY . . 


Michael-Leonard Seeds 
ARE LEADING THE PACK! 


You'll have a golden opportunity during the National Canners Convention in 
Atlantic City to find out why Michael-Leonard Seeds are leading the pack! 


It's open house, of course, at the Michael-Leonard exhibit in Booth B-5 and you'll 
be royally welcomed by (left to right, above) R. H. Feige, O. J. Thompson, Dr. 
Stuart Smith, H. E. Dougherty, and Berkeley Michael (not pictured). 


SOMETHING NEW! 


All signs point to Atlantic City, and all signs point to Michael-Leonard 
for new things in sweet corn. As usual, Michael-Leonard will have 
something new to premiere at the convention. Stop in at Booth 
B-5 in Atlantic City. 


onard 


SIOUX CITY 6. FULL LINE OF CANNERS’ SEEDS CHICAGO 16, ILLINOIS 
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True salt flavor 
q es n t ad i i n WHEREVER the most modern canning methods are 


used, packers and processors are learning that the 
way to bring out full and uniform flavor in pre- 
serving and packing foods is to use a salt with uni- 
form and true salt flavor. 


preserving integrity flavor 


HENCE, more and more of the leaders in the in- 

dustry are turning to Worcester Salt, because 

Worcester Salt crystals are crystals of uniform 

inv canned foods strength. And Worcester Salt has the true salt 

flavor that is needed to bring out full food flavor. 

It is processed under controlled conditions, so it 
meets the most rigid standards of purity. 


START using Worcester Salt today. You’ll find, as 
others have, that this is the best way to make sure 
you will capture the full flavor of all foods. 


GRADED FOR SIZE 


WORCESTER SALT CO. New York, N. Y, 


YOU HAVE PROBLEM 


IN CUTTING ANY FOOD PRODUCT 
Then Visit Booth A-6 


January 27 to 30, Convention Hall 
ATLANTIC CITY 


URSCHEL LABORATORIES, INC. 


VALPARAISO, INDIANA 
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Every YEAR a new generation of homemakers is graduated 
from the nation’s schools. 

American Can Company has helped give them an apprecia- 
tion of the goodness of canned foods through thousands of free 
canned food recipe books sent to Home Economics teachers for 
class instruction. 


American Can Co. {canco) New York + Chicago + San Francisco 
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A These Free recipe pooks “savory \ AMERICAN cAN 1 
from canned ities 10 YOU pupils 
exciting possiom \ savory Canned Foods \ 4 
and white and each contains many pages of \ —— school oF Canned Foods \ 
novel ways to enhance vegeradles> fruits, and soups: Quantity schoo! 
This FREE offer will be a happy addition to \ our Home Economics Department: 
cooking \ibrary and will also bring new zest y 1 
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Equipment 


ROBINS Tomato Sorting and Inspection 
Table 


ROBINS Improved Stringless 
Bean Slitter 


ROBINS Rotary Tomato Washer ROBINS _— Lye Peeler 


WRITE FOR COPY OF OUR No. 900 CATALOG 


A-K-ROBINS ana COMPANY, Inc. 


MANUFACTURERS OF CANNING EQUIPMENT 
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ROBINS Niagara Tomato Washer 
a ROBINS Haynie Hot Water Tomato Scalder 


See the New 
CRCO Equipment 


dan. 27 to 30 
At Atlantic City 


PRODUCING 


Greatest 
“FOOD CONGRESS & 
ON EARTH 


Convention Hall * Atlantic City 
January 23-31, 1950 


PLUS: 


I}, A new Juice Filler 
/ A New Can Unscrambler A New Labeler 
de A New Shaker Screen An Unscrambler 


THE BEST 
OF 


Chisholm-Ryder Company of Pennsylvania = Ayars Machine Company 


AN AFFILIATE A SUBSIDIARY . 296 
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If you pack citrus products... 


asparagus 
string beans 


ss pork and beans 


OF one of the many other delicious fruits and 


vegetables that are packed in cans... 


CONTINENTAL 


100 EAST 42nd STREET. 


Here’s why! Continental has thirty-seven can 
manufacturing plants... thirty sales offices, a 
laboratory staffed by top-notch scientists and 
technicians... fourteen field research offices... 


and an unrivaled cannery equipment department. 


CAN COMPANY 


NEW YORK 17, N.Y. 


January 16, 1950 
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THE CANNING TRADE 


THE BUSINESS JOURNAL OF THE 
CANNING AND ALLIED INDUSTRIES 


Published Every Monday Since 1878 ° 


ARTHUR |. JUDGE, Editor ° 


VOLUME 72, NUMBER 26 


ADDRESS ALL CORRESPONDENCE BALTIMORE 2, MD. 


EDITORIALS 


the moment are always more important than 

those of the past or those of the unpredictable 
future. If that were not so, this would be a topsy- 
turvy world, indeed. There have been times, no doubt, 
when the canners seemingly faced greater and more 
perplexing problems, as they bought that new hat for 
a national convention, but right now we don’t know 
just when that was. 


("the moment THOUGHTS — The problems of 


How can I get sales back on an even keel and get all 
hands from the wholesaler to the consumer asking for 
my brand? How can I meet that 75 cent minimum and 
still keep costs at a reasonable level? If the canner can 
come home from the Atlantic City Conventions with 
the answers to these two questions in his vest pocket, 
then he might be well satisfied that the Convention 
was a success. The article on the sales problem by Mr. 
Jaeger and supported by Messrs. Marcellus and Rog- 
ers, appearing elsewhere in this issue, should be help- 
ful in laying the foundation for discussion of the sales 
problem. 


WAGE & HOUR IMPACT — We are particularly 
disappointed in not being able to publish also in this 
issue as we had planned, a clear cut explanation and 
interpretation of the Wage & Hour Law as it applies 
to the Canning Industry. It’s in the mill and will be 
published in the next week or two in plenty of time for 
most Canners, but it just couldn’t be done in time for 
‘nclusion in this issue. 


Meanwhile, Canners know that beginning January 
25th they will have to pay a 75 cent minimum wage— 
unless they are one of the fortunate few “within the 
«urea of Production” operating outside a town of 2500; 
one mile or more from a town of 50,000 or less, three 
miles or more from a city of 50,000 to 500,000 and 5 
niles or more from a city of over 500,000 AND buying 
“5 per cent of its raw products from an area within a 
:adius of 15 miles. 


Statistics show that most canners will have to pay 
tnat minimum. They show too that most canners till 
1 ow have had a large percentage of employees on their 
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payroll not being paid that 75 cent minimum. A 
Bureau of Labor study in 1948 showed—Louisiana 95 
per cent, average wage 53 cents; Arkansas 93 per cent, 
average wage 54 cents; Maryland 77 per cent, average 
wage ?; Indiana 65 per cent, average wage 73 cents; 
Wisconsin 58 per cent, average wage 74 cents; New 
York 41 per cent, average wage ?; New Jersey 13 per 
cent, average wage $1.07; Illinois 9 per cent, average 
wage 98 cents; California 4 per cent, average wage 
$1.16; Washington and Oregon less than 14 of 1 per 
cent received less than 75 cents and the average of all 
employees was $1.05 and $1.04 respectively. 


While the average wage and the per cent of em- 
ployees are indicative of the amount of adjustment 
needed, they do not tell the whole story. The wage 
adjustment will affect more.nearly 100 per cent of the 
employees. When Peter gets a raise Paul will auto- 
matically demand one. Ask Texas Canners who right 
now are trying to unravel the problem. At least one 
estimates it will add from 10 to 50 cents a case to costs. 
It depends on the product, the amount of hand labor 
required and the plant setup. 


HELP AVAILABLE—So it’s a problem that will 
challenge the most ingenious. Don’t let’s pass it off 
by merely raising the price. That’s not the canners’ 
way and that doesn’t sell more canned foods. Experi- 
ence has proven that. Let’s first explore every possi- 
bility of reducing costs. What can the canner do 
about that at the Convention? It seems almost an 
act of God that the very week this new minimum wage 
becomes effective, the opportunity presents itself for 
the canner to inspect the very latest developments in 
labor saving canning machinery and equipment, all 
under one roof, in one mammoth show. More than 
that, the industry’s leading engineers, experts in plant 
layout and equipment design will be there for consulta- 
tion. Study your plant setup well before leaving for 
Atlantic City. Know where the most and costliest 
labor is being employed and spend every minute you 
can in the machinery hall visiting with these gentle- 
men, learning how that labor load can be lessened. 


(Continued on Page 63) 
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(With apologies to 
the famous nutshell) 


‘an Manufacturers 


PLANTS AT PHILADELPHIA, CHICAGO, ORLANDO « BRANCH OFFICES: NEW YORK, BALTIMORE, PITTSBURGH, ST. LOUIS ¢ Division of Crown Cork & Seal Co. 
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% The Kind of Cans 

* you wa nt, in the | 
Quantity you want, 

when you 

: One of America’s Largest 


The Convention Program 
Atlantic City, January 22-31, 1950 


NATIONAL CANNERS ASSOCIATION 
SATURDAY, JANUARY 28 


10 AAMM.—OPENING GENERAL SESSION 
Ballroom, Convention Hall 


Distribution and Merchandising: Association Business 

Presiding: JOHN F. MCGOVERN, President, 

Greetings: MR. MCGOVERN 

Address: “Mrs. America is the Monopolist in the Food Busi- 
ness”—FRANKLIN J. LUNDING, President, Jewel Tea Com- 
pany 

Remarks: J. C. WHETZEL, President, Canning Machinery & 
Supplies Association 

Report of Committee on Nominations: H. F. KRIMENDAHL, 
Chairman 

Election of Officers 


SPECIAL SESSION 
General Economic Situation 


Address: “Business and the Consumer’ — THE HONORABLE 
CHARLES SAWYER, Secretary of Commerce 


2 P.M.—FISHERY PRODUCTS CONFERENCE 
Belvedere Room, Hotel Traymore 


Presiding: DONALD P. LOKER, Chairman, Fishery Products 
Committee, National Canners Association 

Kodachrome Slides: “The Salmon Returns” 

Address: “New Information on Essential Amino Acid Con- 
tent of Canned Fish”—pr. E. J. CAMERON, Director, Wash- 
ington Research Laboratory, National Canners Association 

Round Table Discussion: “Should the Hoover Commission’s 
Fishery Recommendations Be Adopted?” 


Participants: Representatives of Commercial Fishing Industry, Izaak 
Walton League, Fish and Wildlife Service, and Wildlife Management 
Institute 


HENRY P. TAYLOR, Vice President 
National Canners Association 
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JOHN F. McGOVERN, President 
National Canners Association 


2 P.M.—RAW PRODUCTS CONFERENCE 
Room 21, Convention Hall 


Presiding: CHARLES H. MAHONEY, Director, Raw Products 
Bureau, National Canners Association 


Panel Discussion: “Federal-State Grades as a Method for 
Purchasing Tomatoes for Processing” 


The USDA Viewpoint Regarding Inspection of Tomatoes for 
Grades—o. W. BAKER, Assistant Director, Fruit and Vege- 
table Branch, Production and Marketing Administration, 
USDA 


The Canners’ Viewpoint of the Value of Purchasing on a 
Graded Basis—E. W. MONTELL, Campbell Soup Company 


Address: “The Residue Problem from the Standpoint of the 
Entomologist”—pr. P. J. CHAPMAN, Head of the Division 
of Entomology, New York State Agricultural Experiment 
Station 


2 P.M—CANNING PROBLEMS CONFERENCE 
Room 20, Convention Hall 

Presiding: DR. J. RUSSELL ESTY, Director, Western Branch 
Laboratory, National Canners Association 

Address: “Cannery Safety Calls for Education”—£. G. HUTZ- 
LEY, Campbell Soup Company, and Chairman of the Food 
Section, National Safety Council 

Address: “Current Aspects of Dielectric Heating”’—mM. P. 
VORE, Westinghouse Electric and Manufacturing Company 

Motion Picture: “Fraud Fighters” 


4 P.M.—SPECIAL SESSION ON FOOD AND 
DRUG HEARINGS 
Room 20, Convention Hall 
(Joint Auspices, Raw Products Bureau and Research Laboratories of the 
National Canners Association) 
Address: “Effective Participation of Canning Technologists 
in Federal Food and Drug Hearings”—H. THOMAS AUSTERN, 
Counsel, National Canners Association 


CARLOS CAMPBELL, Secretary 
National Canners Association 
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SUNDAY, JANUARY 29 


9 A.M.—RAW PRODUCTS CONFERENCE 
Room 21, Convention Hall 


Presiding: CHARLES H. MAHONEY, Director, Raw Products 
Bureau, National Canners Association 


Panel Discussion: “The Breeding and Development of Pea 
Varieties for Processing’—Discussion Leader—pR. J. C. 
WALKER, Wisconsin Agricultural Experiment Station 
Panel Members: W. D. ENZIE, General Foods Corp. ; T. T. HOPKINS, Rogers 

Bros. Seed Co.; M. C. PARKER, Gallatin Valley Seed Co.; MERL wW. 
stuBBs, Crites-Moscow Growers, Inc.; EARL J. RENARD, Canners Seed 
Corp. ; FLOYD L. WINTER, Associated Seed Growers, Inc. 

Panel Discussion: “The Breeding and Development of Snap 
Beans for Processing”—Discussion Leader—pR. W. J. ZAU- 
MEYER, Bureau of Plant Industry, USDA 
Panel Members: W. D. ENZIE, General Foods Corp. ; T. T. HOPKINS, Rogers 

Bros. Seed Co. ; G. Pp. LIPPINCOTT, J. H. Dulany & Son; MARK H. MITCH- 
ELL, The Larsen Co.; H. M. MUNGER, Cornell University; FLOYD L. 
WINTER, Associated Seed Growers, Inc. 

Panel Discussion: “The Breeding and Development of Lima 
Beans for Processing’”—Discussion Leader—DR. ROY MA- 
GRUDER, Agricultural Research Administration, USDA 


Panel Members: W. D. ENZIE, General Foods Corp.; W. A. HUELSEN, IIli- 
nois Experiment Station; G. Pp. Lippincott, J. H. Dulany & Son; MARK 
H. MITCHELL, The Larsen Co. ; FLOYD L. WINTER, Associated Seed Grow- 
ers, Ine. 


2 P.M.—CLOSING GENERAL SESSION 
Ballroom, Convention Hall 


Presiding: JOHN F. MCGOVERN, President, National Canners 
Association 

Address: DR. DETLEV W. BRONK, President, The Johns Hopkins 
University 

Address: “Breakers Ahead”—CLARENCE B. RANDALL, Presi- 
dent, Inland Steel Company 

Report of Committee on Resolutions: RALPH 0. DULANY, 
Chairman 


Installation of New Officers 


MONDAY, JANUARY 30 


9 A.MM.—SPECIAL CORN CANNERS’ MEETING 
Room 20, Convention Hall 
(Joint Auspices, Raw Products Bureau, N.C.A. and Corn Canners Service 
Bureau) o 
Presiding: EDWARD H. DUNLAP, Member, Board of Directors, 
National Canners Association, and President, Corn Can- 
ners Service Bureau 
Address: “Trends and Relationships in the Marketing and 
Consumption of Sweet Corn”—pr. H. L. STIER, Head, De- 
partment of Markets, University of Maryland 
Report of Independent Corn Canners Merchandising Com- 
mittee: J. P. KRAEMER, Chairman 
Panel Discussion: “The Breeding and Development of Sweet 
Corn Hybrids’”—Discussion Leader—prR. E. S. HABER, Chief, 
Department of Horticulture, Iowa State College 
Panel Members: W. A. HUELSEN, Illinois Experiment Station; oRSON 
R. ROBSON, Robson Seed Farm; GLENN SMITH, Purdue-USDA; sTUART 


N. SMITH, Michael-Leonard Co.; A. pb. TAYLOR, F. H. Woodruff & Sons; 
FLOYD L. WINTER, Associated Seed Growers, Inc. 


Panel Discussion: “Corn Borer Control for 1950” Field Con- 
trol Program—Discussion Leader—c. H. MAHONEY, Na- 
tional Canners Association 
In-Plant Control—Discussion Leader—c. A. GREENLEAF, Na- 

tional Canners Association 
In-Plant Corn Borer Control Methods—pDrR. E. W. EICKEL- 
BERG, Fairmont Canning Company 

Report of the Committee on Sweet Corn Harvesters: D. R. 
MONTGOMERY, Chairman of Special Committee 

Adjournment 

Corn Canners Service Bureau—Annual Business Meeting 

Presiding: EDWARD H. DUNLAP, President, Corn Canners Ser- 
vice Bureau 

Election of Officers 

Executive Secretary-Treasurer’s Report: HARVEY R. BURR 


NATIONAL FOOD BROKERS ASSOCIATION 


SUNDAY, JANUARY 22 
All Day—Registration, Room 34, Chalfonte 


MONDAY, JANUARY 23 


9:30 a.m.—Business Meeting, Carolina Room, Chalfonte 
2 p.m.—Business Meeting, Carolina Room, Chalfonte 


TUESDAY, JANUARY 24 


All Day—Sales Meetings Brokers, Buyers and Sellers 
Tuesday through Friday 


CANNING MACHINERY & SUPPLIES ASS’N. 


FRIDAY, JANUARY 27 


9:30 a.m.—Exhibit, Convention Hall 
5 p.m.—Distribution of Attendance Awards, Convention Hall 


SATURDAY, JANUARY 28 


9:30 a.m.—Exhibit, Convention Hall 
5 p.m.—Distribution of Attendance Awards, Convention Hall 


SUNDAY, JANUARY 29 


10:30 a.m.—Annual Meeting, Room B, Convention Hall 
1 p.m.—Exhibit, Convention Hall 
5 p.m.—Distribution of Attendance Awards, Convention Hall 


MONDAY, JANUARY 30 


9:30 a.m.—Exhibit, Convention Hall 
5 p.m.—Distribution of Attendance Awards, Convention Hall 


WHOLESALE GROCERS 


SATURDAY, JANUARY 28 


9:30 a.m.—Grocery Exhibit, N.A.W.G.A., Ambassador 

10 a.m.—General Session, N.A.W.G.A., Ambassador 

10 a.m.—Meeting Executive Committee, U.S.W.G.A., Room 
D, Dennis 


SUNDAY, JANUARY 29 


10 a.m.—Meeting Exhibitors Advisory and Executive Com- 
mittees, U.S.W.G.A., Room D, Dennis 
2 p.m.—Grocery Exhibit, N.A.W.G.A., Ambassador 


MONDAY, JANUARY 30 


9 a.m.—Grocery Exhibit, N.A.W.G.A., Ambassador 
9:45 a.m.—General Session, N.A.W.G.A., Ambassador 


TUESDAY, JANUARY 31 


9 a.m.—Grocery Exhibit, N.A.W.G.A., Ambassador 
9:30 a.m.—General Session, N.A.W.G.A., Ambassador 
12:30 p.m.—Luncheon Meeting N.A.W.G.A., Ambassador 


NATIONAL PRESERVERS ASSOCIATION 
WEDNESDAY, JANUARY 25 


2 p.m.—Meeting Executive Committee and Officers, Marl- 
borough-Blenheim 


THURSDAY, JANUARY 26 


10 a.m.—General Session, Marlborough-Blenheim 
2 p.m.—General Session, Marlborough-Blenheim 


FRIDAY, JANUARY 27 


10 a.m.—Technical Session, Marlborough-Blenheim 
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CORN CANNERS MEETINGS 
THURSDAY, JANUARY 26 


1:30 p.m.—Corn Canners Service Bureau Conference, Trim- 
ble Hall, Claridge 

2:30 p.m.—Meeting Associated Independent Corn Canners, 
Trimble Hall, Claridge 


FRIDAY, JANUARY 27 


9:30 a.m.—Trustees Meeting Corn Canners Service Bureau, 
Pine Room, Traymore 


MONDAY, JANUARY 30 


9 a.m.—Special Corn Meeting, Joint Sponsorship N.C.A and 
Corn Canners Service Bureau, followed by Annual Business 
Meeting C.C.S.B., Room 20, Convention Hall 


CANNED PEA ASSOCIATION 


THURSDAY, JANUARY 26 
3:30 p.m.—Meeting, Trimble Hall, Claridge 


OTHER MEETINGS 


WEDNESDAY, JANUARY 25 


12:15 p.m.—Meeting National Red Cherry Institute, West 
Room, Claridge 


THURSDAY, JANUARY 26 


12:15 p.m.—Luncheon Meeting National Meat Canners Asso- 
ciation, Rutland Room, Haddon Hall 


FRIDAY, JANUARY 27 


10 a.m.—Meeting National Kraut Packers Association, Chip- 
pendale Room. Traymore 

4 p.m.—Meeting Canning Industry Research, Inc., Pine 
Room, Traymore 


NATIONAL PICKLE PACKERS ASSOCIATION 
MONDAY, JANUARY 30 


1 p.m.—National Pickle Packers Association Luncheon, West 
Room, Haddon Hall 


SOCIAL EVENTS 


TUESDAY, JANUARY 24 


7 p.m.—Annual N.F.B.A. Banquet, Grand Ballroom, Conven- 
tion Hall 


THURSDAY, JANUARY 26 


6:30 p.m.—State Secretaries Dinner, Mandarin Room, Tray- 


more 


FRIDAY, JANUARY 27 


7 p.m.—Young Guard Banquet and Entertainment, Ameri- 
can Room, Traymore 


SATURDAY, JANUARY 28 


p.m.—Dinner Dance, C.M.&S.A., Trimble Hall, Claridge 
p.m.—N.C.A. Raw Products Smoker, Rose Room, Tray- 
more 


won 


SUNDAY, JANUARY 29 
:30 pm.—Old Guard Reception and Dinner, Claridge 
3:45 p.m.—Entertainment by Sigmund Romberg, sponsored 
by C.M.&S.A., Warner Theatre, 2015 Boardwalk 


oe 
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DAILY SCHEDULE OF EVENTS 


(Continued from Front Cover) 


SATURDAY, JANUARY 28 

9 a.m.—Meeting of N.C.A. Nominating Committee, 
Room 1, Convention Hall 

9:30 a.m.—C.M.&S.A. Exhibit, Convention Hall 

9:30 a.m.—Grocery Exhibit, N.A.W.G.A., Ambassador 

10 a.m.—General Session, N.A.W.G.A., Ambassador 

10 a.m.—General Session of N.C.A., Ballroom, Conven- 
tion Hall 

10 a.m.—Meeting of Executive Committee, U. S. Whole- 
sale Grocers Association, Room D, Dennis : 

12:30 p.m.—Luncheon meeting of N.C.A. Claims Com- 
mittee, Pine Room, Traymore 

2 p.m.—Meeting of N.C.A. Statistics Committee, Chip- 
pendale Room, Traymore 

2 p.m.—N.C.A. Canning Problems Conference, Room 
20, Convention Hall 

2 p.m.—N.C.A. Raw Products Conference, Room 21, 
Convention Hall 

2 p.m.—N.C.A. Fishery Products Conference, Belvedere 
Room, Traymore 

4 p.m.—Joint N.C.A. Session on Food and Drug hear- 
ings, Room 20, Convention Hall 

5 p.m.—Attendance Awards, Convention Hall 

6 p.m.—Dinner meeting of N.C.A. Raw Products Com- 
mittee, Chippendale Room, Traymore 

7 p.m.—Annual Dinner Dance under auspices of C.M.& 
S.A., Trimble Hall, Claridge 

8 p.m.—N.C.A. Raw Products Smoker, Rose Room, 
Traymore 


SUNDAY, JANUARY 29 

9 a.m.—N.C.A. Raw Products Conference, Room 21, 
Convention Hall 

10 a.m.—Meeting of N.C.A: Research Advisory Com- 
mittee, Pine Room, Traymore 

10 a.m.—Meeting of Exhibitors Advisory and Executive 
Committees, U.S.W.G.A., Room D, Dennis 

10:30 a.m.—Annual Meeting of C.M.&S.A., Room B, 
Convention Hall 

1 p.m.—C.M.&S.A. Exhibit, Convention Hall 

2 p.m.—General Session of N.C.A.; installation of offi- 
cers; Ballroom, Convention Hall : 

2 p.m.—Grocery Exhibit, N.A.W.G.A., Ambassador 

5 p.m.—Attendance Awards, Convention Hall 

6:30 p.m.—Old Guard Reception and Dinner, Claridge 

8:45 p.m.—Entertainment by Sigmund Romberg, spon- 
sored by C.M.&S.A., Warner Theater, 2015 Board- 
walk 


MONDAY, JANUARY 30 

9 a.m.—Grocery Exhibit, N.A.W.G.A., Ambassador 

9 a.m.—Special Corn Meeting, joint sponsorship of 
N.C.A. and Corn Canners Service Bureau, followed 
by annual business meeting, C.C.S.B., Room 20, 
Convention Hall 

9:30 a.m.—C.M.&S.A. Exhibit, Convention Hall 

9:45 a.m.—General Session, N.A.W.G.A., Ambassador 

10 a.m.—Miscellaneous N.C.A. Technical Meetings (de- 
tails to be announced), Convention Hall 

1 p.m.—Luncheon of National Pickle Packers Associa- 
tion, West Room, Haddon Hall 

5 p.m.—Attendance Awards, Convention Hall 


TUESDAY, JANUARY 31 
9 a.m.—Grocery Exhibit, N.A.W.G.A., Ambassador 
9:30 a.m.—General Session, N.A.W.G.A., Ambassador 
12:30 p.m.—Luncheon meeting of N.A.W.G.A., Ambas- 
sador 
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Patented 
THE MORRAL CORN 
HUSKING MACHINE 


Morral Combination Cutter and 
Comminuting Machine 


The Morral Double Husker is guaranteed to do good work when operating at 
a speed of 180 ears per minute. The Cutter has the same capacity. The Morral 
Double Husker with its celebrated ear placing and ear gauging device which 
never gets out of adjustment is the most positive ear placer and gauging de- 
vice in use. The vital part of every husking machine is its husking rolls. Our 
latest model husker is equipped with RUBBER husking rolls which are the most 
durable rolls in use. The husking rolls on our latest model husker are made much 
longer than other husking rolls, therefore they have greater husking and silking 
capacity. Our machines are built of the best materials which insures a long life 
of service and are very easy to adjust. Wecan furnish these machines with 


either belt drive or motor drive. 


AND CUTTERS 


Patented 


THE MORRAL CORN 
CUTTING MACHINE 


THE MORRAL CORN CUTTER either single or double cut for cream style corn. corn. Allof our latest model machines have valuable improvements over 
THE MORRAL COMBINATION CUTTER & COMMINUTING MACHINE a very older models. It will pay you to write us for catalogue of our machinery and 
essential machine in packing cream style corn. This machine cuts and commi- any further information you may desire. | Our prices will help to cut your cost. 


nutes your over-matured corn which enables you to pack all fancy cream style 


OUR REPRESENTATIVES 


A. K. ROBINS & CO., Inc., Baltimore, Md. 


MORRAL BROTHERS, 


Same will be furnished upon request. 


BERLIN CHAPMAN CO., Berlin, Wis. F. H. LANGSENKAMP CO., Indianapolis, Ind. CANNERS MACHINERY Ltd., Simcoe, Ont. Canada. 


Morral, Ohio 


Hulling Equipment 


Visit Our Booth 


during the 


National Canners’ Convention 
Exhibition Hall Atlantic City 


Our line of Hulling Equipment for the threshing of green 
peas and lima beans for canning and freezing purposes 
is complete and includes Viners, Viner Feeders, Viner 
Power Plants, Electric Generating Plants, Ensilage Dis- 
tributors, Rotary Dirt Removers and Steel Viner Sheds. 
May we help improve your pea or lima bean pack— 
and your profits? 


Space C4 


FRANK HAMACHEK MACHINE CO. 


Viners, Viner Feeders, Ensilage Distributors Chain Aa 


KEWAUNEE, WISCONSIN 
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All Principal Meetings and 
Worlds Greatest Canning 
Machinery and Supplies Ex- 
hibition in Convention Hall 


yy So that you may readily locate your friends during their stay 


in Atlantic City we reproduce here the chart of hotels, num- 
bered in sequence. Headquarters for all Meetings and the big 
Machinery and Supplies Show will be Convention Hall, located 


at about the center of the chart at Georgia Avenue. Principal 
hotel for the canners is the Traymore, No. 18; Brokers, Chal- 
fonte, No. 8; Grocers, Ambassador, No. 29; Pickle Packers, 
Haddon Hall, No.9; Machinery & Supplymen, Claridge, No. 20. 


Chelsea 30 Marlborough-Blenheim 24 

20 Mayflower 11 

So Colton Manor ...... 6 Monticello 13 

Columbus ........ 12A Morton 3 

Crillon ...... 22 Penn-Atlantic 9A 

25 President 32 

il Eastbourne ...... Sisegcnatabinienintinnieetiueini 23 Ritz Carlton 28 

12 Runnymede 21 

29 Fox Manor 28A Seaside 4 
27 Franklin ........... 2 Senator 10 
Frighton ............ 19 Lafayette ... 7 Strand 5 
Chalfonte-Haddon Hall ..........ccsceeees 8-9 Madison ....... 17 Traymore 18 
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THE EXHIBITORS IN THE BIG SHOW 


Company Exhibit Booth No. 
Addressograph-Mltgrph. Corp...Addrssng. & Dup. Equip.....A-17 
Aluminum Seal CO. C-5 
American Machinery Corp......... Canning Machinery ............. C-17 
Ams Machine Co., Max................ Can Making Machinery......B-11 
Anchor Hocking Glass Corp....... Caps, Glass, Closures............ A-7 
Angelus Sani. Can Mach. Co.....Can Making Machinery......D-14 
Associated Seed Growers, INnc.....Seed D-1 
Audubon Wire Cloth Corp......... Metal Conveyor Belts ........ A-15 
Barnes Co., W. F. & John............ Processing Equipment ........ C-22 
Barry-Wehmiller Machine Co...Bottlers Machinery .............. A-9 
Basic Vegetable Products Co.....Seasonings C-10 
Berlin Chapman Co. ..........:ccs00e Canning Machinery ............. E-12 
Boutell Manufacturing aoe Peeling & Slicing Mchy....... D-16 
Brown Boggs Fdry. & Mch. Co...Canning Machinery ............ B-14 
Brown Instrument Co. ............... Temp. Redng. Instruments...B-7 
Brown Machine Co., H. F. .......... Canning Machinery ............ B-35 
Bure Labelers & E-9 
Calvert Lithographing Co........... B-24 
Canners Machinery, Ltd. ............ Canning Machinery ............. A-16 
Can Manufacturers Institute...... Association E-12A 
Canner Publishing Co., The........ C-1 
Canning Trade, The...............0. C-2 
Central Machine Works, Inc....... Filling Machines ................ A-1A 
Chisholm-Ryder Co., Ince............. Canning Machinery .............. A-3 
Clark Equipment Co. Factory Trucks Stage 
Columbia Engnrg. Service Co...Magnetic Equipment .......... B-16 
Container Corp. of America........ B-33 
Continental Can Co., Ine. .......... B-21 
Corn Products Sales Co. ............ B-10 
Creamery Package Mfg. Co....... Canning Machinery ............... D-8 
Crites-Moscow Growers, Ince....... D-23 
Crown Cork & Seal Co. .............. A-11 
Dewey & Almy Chemical Co....... B-19 
Diamond Crystal Salt Co. .......... B-31 
Diversey Corpi, Sanitation Service ................. B-8 
Douglas-Guardian Whse. Corp...Field Warehousing .............. B-32 
Economic Machinery Co. ............ D-27 
Electric Sorting Machine Co.....Photoelect. Clr. Srt. Equip...A-2 
Elgin Manufacturing Co. .......... Fillers, Cappers. ............00+ D-20 
Ferry Morse Seed Co. B-13 
Filler Machine Co., The.............. Semi-Liquid Fillers ............. A-13 
Fiske Bros. Refining Co............... D-11 
Fitzpatrick Co., Inc., W. J........... Comminuting Machines ......... D-2 
Food Industries Federation........ B-26 
Food Machinery & Chem. Corp...Canning Machinery .............. E-2 
COG. Temp. Redng. Instrmnts.....D-19 
Gallatin Valley Seed Co. ............ B-17 
Groen Manufacturing Co. .......... B-4 
Hamachek Machine Co., Frank..Pea Hulling Machinery ........ C-4 
Hamilton Cop. & Brs. Works...... Kettles B-29 
Hazel-Atlas Glass Co. Glass Containers. D-3 
Hinde & Dauch Paper Co. .......... Corrugated Boxes ..........+ B-15 
CO} Filling Machines E-19 
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Company Exhibit Booth No. 
Horix Manufacturing Co. .......... Fillers E-7 
Huntley Manufacturing Co......... Canning Machinery ............ C-11 
International Mn. & Chm. Crp...Monosodium Glutamate......A-4A 
International Nickel Co. ............ Nickel B-27 
Island Equipment Corp. ............ Conveyors E-23 
Jones & Laughlin Steel Corp.....Tin Plate, Steel Products......C-3 
Kieckhefer Container Corp......... E-15 
Langsenkamp Co., F. H. ............ Canning Machinery ............... E-6 
Lawrence Warehouse Co. .......... Pallets, Warehousing .......... A-14 
Lee Metal Products Co. .............. E-3 
Lima-Hamilton Corp. ............... Can Making Machinery ....... A-20 
Michigan Lithographing Co....... Labels .... isa B-6 
Mojonnier Bros. Co. ........:.scceeeeee Canning Machinery ............. D-12 
Morrison Bros. Seed Co. ..........+. C-21 
Moscow Idaho Seed Co., Ine....... A-19 
Muirson Label Co., Ine. .............. B-28 
National Can Corp. ..........cccccccoss Cans D-9 
New Jersey Machine Corp......... Labeling Machinery ............. D-17 
Northrup, King & Co. C-12 
Oakite Products, Ince. ..............00 Cleaning Compound ............. C-20 
Di. Canning Machinery ............. C-13 
"TG Glass Lined Equipment......D-15 
Piedmont Label Co. E-21 
Planters Manufacturing Co....... C-24 
Productive Equipment Corp....... Vibrating Screens .............. B-20 
Rapids-Standard Co., Inc., The..Conveyors, Trucks ........... E-17 
Robins & Co., Inc., A. K, ........00 Canning A-5 
Rogers Bros. Seed . B-30 
Rossotti Litho. Co., Ine.............. Labels D-10 
Scientific Tablet Co. ...........ccccccees Salt Tablets, Dispensers......B-22 
Seatt Canning Machinery ............. E-11 
Sellers Injector Corp. Plant Sanitation. .................. D-6 
Sheboygan Machine Co. .............. D-21 
Simplicity Engineering Co. ........ Sieves & Screems ............ccccsoes A-3 
Sinclair-Scott Co., The Canning Machinery .............. A-4 
Standard Knapp Corp. ...........0 Labelers, Boxers, Sealers....E-10 
Stange Co., William J. .............06 Seasonings C-6 
Stecher-Traung Litho. Corp....... A-22 
Tagliabue Corp., C. J. ......scecsseeee Temp. Rerdng. Instrmnts....C-16 
Taylor Instrument Cos. ........... Temp. Rerdng. Instrmnts....C-14 
Thatcher Glass Mfg. Co. ........... Glass D-25 
Tri-Clover Machine Co. .............. Pumps & Fittings ............... D-18 
Tygart Valley Glass Co. ............ Glass Containers ...............0 D-13 
Union Bag & Paper Corp. .......... Boxes B-37 
United Co., The Corn Machinery isakjudisieniaaeen B-1 
U. S. Bottlers Machinery Co....... Bottlers Machinery ............... A-1 
U. S. Electrical Motors, Imnc.......MOtors A-18 
U. S. Printing & Litho. Co......... E-25 
Urschel Laboratories ...............0 Canning Machinery .............. A-6 
Walker-Wallace, Ine. Pasteurizers A-10 
Wallace & Tiernan Co., Ince......... Water Purification ................ D-5 
Warner, Inc., Lansing B. ............ B-3 
Washburn-Wilson Seed Co......... B-18 
Waukesha Foundry Co. .............. A-12 
Woodruff & Sons, Inc., F. H....... B-2 
Yale & Towne Mfg. Co. .............. Industrial Trucks, Scales......C-7 
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Exhibition at Atlantic City these past three years need hardly be 

encouraged to pay regular and daily visits to the exhibition hall. 
In past years, however, many were wont to make the rounds of the booths 
with the idea in mind that they would like to have some of this modern 
equipment in their plants. This year they are apt to feel that they will 
have to have this equipment in order to remain competitive under the 
provisions of the revised Wage and Hour Law effective January 25. More 
than that, they will realize the absolute necessity of purchasing quality- 
producing and sales-appealing supplies to meet the stiff competition 
ahead. 


At considerable expense to themselves, these canning machinery and 
supplies firms have gathered together in one building on one floor to dis- 
play the very latest developments in canning machinery equipment and 
supplies. In addition key personnel, executive, technical and sales, will 
be in attendance at their various booths for consultation with the canner. 
Here is the opportunity to consult with the experts. It has been said 
many times that a visitor could spend every minute of the convention in 
this hall and learn something new every second. Many expressed the 
opinion last year that the show could not possibly be improved upon. 
Possibly so, but we are told that this year’s exhibition will be improved 
upon. Possibly so, but we are told that this year’s exhibition will be 
even bigger, better and more attractive. 


Co ANNERS who have visited the Canning Machinery and Supply 


The visitor will notice that the exhibit is so arranged as to simplify 
locating a particular firm. There are five aisles lettering from A to E, 
starting at the left wall after coming through the entrance from the 
Boardwalk. Odd number booths are on the left of each aisle, with even 
~ numbers on the right, as the stage is approached. 


This publication requested each exhibitor to advise what and who can- 
ners might expect to see. Some few did not comply and that is the only 
reason they are not listed below. 


BOOTH A-8 onstrated, as will smaller machines 
which can be adapted to the canners’ 
repetitive writing problems in shipping, 
production, collecting and disbursing. 

A popular combination of Addresso- 
graph and Multigraph machines to pro- 
duce a wholesaler’s price-order book also 
will be demonstrated. 


This company will exhibit a number of 
models of their “Silver” Stitchers for 
wire stitching fibre boxes, as well as 
tools for strapping. A corps of repre- 
sentatives headed by F. R. Grove, will 
be in attendance to serve you. 


ADDRESSOGRAPH-MLTGR.....BOOTH A-17 
EXHIBIT HOURS 


Friday, Jan. 27—9:30 to 6 P.M. 
Saturday, Jan. 28—9:30 to 6 P.M. 
Sunday, Jan. 29—1 to 6 P.M. 

Monday, Jan. 30—9:30 to 6 P.M. 


Addressograph - Multigraph Corpora- 
tion will introduce to the industry sev- 
eral new developments by which business 
machines cut production costs, speed 
work output and save clerical errors. 

Multigraph machines will be shown 
imprinting can labels. The new Multi- 
graph Exposure Frame will be demon- 
strated in production of paper masters 
from which small lots of can labels can 
be duplicated, and a Multilith Process 
duplicator will be demonstrated in label 
printing from these masters. 

Two new Multilith Process machines 
will be used to demonstrate the produc- 
tion of sales letters, order systems and 
general duplicating. 

Addressograph shipping label imprint- 
ing using continuous forms, will be dem- 


ALUMINUM SEAL CO. ............ BOOTH C-5 


Here will be exhibited the products of 
firms using caps of Aluminum Seal man- 
ufacture In attendance will be N. Olsen 
and A. G. Osborne to greet you. 


AMERICAN CAN COMPANY..BOOTH E-13 


“Canco Charlie” will be a surprise fea- 
ture of American Can Company’s exhibit 
at the National Convention in Atlantic 
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City in January. While company repre- 
sentatives are not divulging details, it is 
reported to be a departure from the 
types of displays previously presented by 
Canco. The company booth will be in 
the same location as last year. 

As in the past Canco personnel at the 
convention will include divisional and 
district sales managers as well as repre- 
sentatives of the company’s research and 
development department who will be on 
hand to greet customers and other 
friends. 


AMERICAN MACHINERY......BOOTH C-17 


The American Machinery Corporation 
of Orlando, Florida, will exhibit a flow- 
chart of the complete process in the pro- 
duction of frozen citrus concentrate. 

This flow-chart will show the fruit 
from the time it is received in the plant 
through all of the washing, extraction, 
evaporation, blending, filling, can clos- 
ing, quick freezing and storage until it 
leaves the plant in boxed and cased form. 

Frozen concentrate is recognized as 
one of the leading new food products in 
the country and a great deal of interest 
has been evidenced not only among other 
citrus producing states that are looking 
to Florida for leadership in this field, but 
also in many other food products such 
as grape juice and other liquid foods. 
This product is probably unique in the 
fact that the United States is one of the 
few countries in the world that is capa- 
ble of handling the frozen concentrate 
due to the fact that adequate refrigera- 
tion must be maintained from the plant 
to the home. Very few countries have 
these advantages of refrigeration to 
offer. 

The American Machinery Corporation 
represents Buflovak in the evaporator 
field for frozen citrus concentrate and 
has been instrumental in supplying 
evaporators and other machinery for 
many of the larger concentrate plants in 
Florida. 


AMS MACHINE CO., MAX....BOOTH B-11 


The Messrs. Max Ams, C. M. Ams, G. 
Horvath, Jr., and Willy Diezel will be on 
hand to demonstrate the features of a 
new Automatic Feed Press No. 134ST 
and the Ams No. 225 Semi Automatic 
Tester both of which will be on exhibi- 
tion. The Feed Press utilizes a mechan- 
ically operated strip feed mechanism anc 
self-contained vacuum pump. The AMS 
Multiple “V” Long Slide and Gibs are 
constructed to increase die life to th« 
maximum. The air friction clutch and 
brake are a special feature of interest to 
press users. This press is also equipped 
with electric controls which will stop the 
equipment at any position, or wheneve! 
a jam occurs. 
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A PREVIEW OF THE EXHIBITS— (Continued) 


Capacity is approximately thirty tons; 
and the press will make up to 300 strokes 
per minute, depending upon the size of 
the die used. 

The AMS No. 225 is a Semi-Automatic 
Dry Type Tester of sturdy construction, 
utilizing a cam operated turret for 
smooth operation. A leaky can is visible 
to the operator by a flashing electric 
light bulb which in turn is operated by 
an electronic leak detector system. This 
unit is capable of accurately determining 
very minute leaks. The container to be 
tested is totally enclosed to prevent bulg- 
ing and to insure an accurate test. This 
equipment will test up to 30 cans per 
minute, depending upon the can size; the 
range being from 15” in diameter x 21” 
high and smaller. The unit will handle 
either square or round containers and is 
equipped with two or four pockets, de- 
pending upon the can size. 


ANCHOR HOCKING............... BOOTH A-7 


Featured in the center of the Anchor 
Hocking booth, which will have 4,000 
square feet of floor area, will be two lead- 
ing Anchor vacuum sealing machines— 
the Steriseal and the 16 Spindle Rotary. 

These machines will be hooked-up and 
operating under steam . .. the Steriseal 
Machine handling and sealing Anchor- 
glass catsup bottles with Anchorvac Cat- 
sup Caps; the 16 Spindle Rotary Ma- 
chine sealing Anchorglass baby food jars 
with Anchorvac N Caps. 

Both machines are versatile in opera- 
tion, being readily adaptable for pack- 
aging all types of food products where 
highest sustained production and. de- 
pendable high-vacuum seals are factors 
of first importance. 

The Steriseal feeds Anchorvac Caps in 
sizes ranging from 27 mm to 96 mm for 
containers from 3” to 8%” in height and 
from 2” to 4%” in diameter. It has a 
very flexible sealing range—75 to 250 
or more containers can be handled per 
minute. 

The 16 Spindle Rotary Machine han- 
dles closures and containers in like sizes, 
but it applies Anchorvac N, as well as 
other types of Anchor Caps, with either 
a steam or a mechanically drawn vacuum 
at speeds ranging from 200 to 625 per 
minute. This is the fastest vacuum cap- 
ping machine available to Canners. 

These machines will demonstrate, un- 
der actual operating conditions, and in 
continuous operation, the feeding of con- 
tainers and closures; injection of super- 
heated steam into the headspace; and the 
automatic and instantaneous application 
of caps for dependable vacuum seals. 

A complete line of Anchorglass Con- 
tainers including narrow neck and wide 
mouth ware suitable for every food pack- 
aging requirement, in representative 
capacities and finishes, will be shown. 

A wide variety of attractive and color- 
ful glassware for premiums, products of 
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Anchor Hocking’s Tableware Division, 
will also be displayed. 

Visitors to the Convention will be wel- 
come to inspect the Anchor machines, 
their operation, sealing efficiency and 
speed in full detail. Representatives 
from Management, Sales and Engineer- 
ing will be in attendance for consulta- 
tion. Anchor Technicians will be avail- 
able to answer questions and discuss 
packing conditions as well as methods 
of integrating and setting up efficient 
and economical production routines. 

Anchor Hocking Glass Corporation 
headquarters will be at The Claridge 
Hotel, in Parlor 217, where Open House 
will be observed each evening while the 
Convention is in session. Anchor Hock- 
ing representatives extend a hearty in- 
vitation to all friends and customers to 
call at The Claridge, as well as to visit 
the Anchor Hocking Jixhibit in Conven- 
tion Hall. 


Multigraph Duplicator, Multilith Model 
75 with suction feed and Simflo Control. 


ASSOCIATED BOOTH D-1 


Many statistically minded exhibitors 
have often stood at the entrance of the 
Machinery Hall watching the behavior 
pattern of visiting canners while the 
arguments waxed hot as to whether or 
not a canner turns right or left, or goes 
straight ahead as he enters the hall. We 
have noticed that a good many of them, 
at least, turn slightly to the right to say 
hello to the popular Associated Seed rep- 
resentatives in Booth D-1. They will be 
there again this year at the same old 
stand. Old timers know that their main 
purpose in being there is to provide a 
convenient meeting place where friends, 
customers and any one interested in the 
canning or freezing of vegetables may 
discuss new and old varieties or other 
matters relative to the field problem. 


Asgrow representatives believe that 
this year they have an additional mes- 
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sage of importance. They believe that 
they can show the canner that planting a 
quality strain of a proven variety of 
vegetable seed especially adapted to local 
growing conditions can turn out to be a 
real labor saver. If that’s hard to be- 
lieve, stop and let them tell you about it. 

While we have not been advised, we 
feel safe in saying that President A. 
Bryan Clark, Vice-President and Sales 
Manager Merritt Clark, Dr. Floyd Win- 
ter, S. Carl Tapperson, J. Allen Bomm, 
and the newly appointed Eastern repre- 
sentative, Dave Scull and others will be 
in attendance for consultation. 


AUDUBON WIRE CLOTH......BOOTH A-15 


Mr. R. J. Guba, General Manager of 
this Philadelphia firm advises that visit- 
ing canners will be able to see in actual 
operation the various types and construc- 
tions of metal wove conveyor belts used 
in both the canning and freezing field. 
Attendants at the booth will be prepared 
to point out the many ways in which 
conveyor belting can be used to save 
labor as well as the advantages of using 
“Metalwove.” 

Mr. Robert F. Stepbach, Mr. S. S. 
Rand, J. G. McGinnis, O. C. Scherfel, 
J. D. Heins, R. J. Guba and L. W. Jones, 
Jr., President of the corporation, will be 
available for consultation. 


BALL BOTHERS CO. ................ BOOTH E-1 


A representative exhibit of glass con- 
tainers used by the company’s customers. 
In attendance will be E. F. Ball, Sam 
Bowman, George Costello, John Costello, 
B. M. Clarke, F. H. Dellwo, E. E. Ester, 
Don Graham, H. H. Guettrich, P. W. 
Hatch, W. C. Hannah, H. H. Knight, 
K. K. LeMay, J. J. Pahls, W. F. Rieman, 
Ray Roney and B. E. Sutton. 


BARNES CO., W. F. & JOHN..BOOTH C-22 


Rather than exhibit the actual machin- 
ery manufactured by this firm, they will 
show a movie to demonstrate its thor- 
ough application in the processing set 
up. In attendance will be F. M. Johnson, 
Processing Equipment Division Man- 
ager; W. M. Parry, Sales Manager; and 
other sales engineers. 


BARRY-WEHMILLER ............. BOOTH A-9 


The Barry-Wehmiller Machinery Com- 
pany will display a No. 600 VORTEX 
Walking Beam Conveyor. This conveyor 
will be in operation and will show the 
grate members as well as the hydraulic 
system of the VORTEX machines. This 
is the basic component part of the VOR- 
TEX Pasteurizer, Processor, Freezer 
and Exhaust Box. An atomized spray 
chest will be on display and will show 
the integrated spray pattern of the 
VORTEX atomized spray. The Barry- 
Wehmiller Dryer with Rotary Filer used 
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as combiner and divider will also be on 
display. 

Those in attendance at the convention 
will be: Mr. and Mrs. Fred W. Wehmil- 
ler, Mr. and Mrs. David Lindquist, Mr. 
Paul K. Wehmiller, Mr. W. Ralph Abell, 
Mr. Robert H. Brady, Mr. Paul O. Lang- 
enbeck, Mr. Paul H. Spelbrink, Mr. 
Joseph S. Laurie, Mr. Frank P. Paskins, 
Mr. Rube E. Wagner, Mr. August Saller. 

There will be an entertainment parlor 
set up in the Claridge Hotel for friends 
and guests. 


BASIC VEGETABLE PROD....... BOOTH C-10 


This Firm will again feature BASIC 
Onion and Garlic. However, much 
greater emphasis than before will be 
placed on the Company’s red and green 
BASIC Diced Bell Pepper. This de- 
hydrated product has been of great in- 
terest to canners of such products as 
Mexican style corn, Spanish rice, chicken 
a la King, chop suey, etc. BASIC Diced 
Carrot and BASIC Celery will also be 
featured. 


On hand to greet and advise interested 
parties will be Mr. W. M. Hume, Presi- 
dent and General Sales Manager; Mr. 
R. M. Stephenson, Chief Chemist; Mr. 
L. T. Dawe, Eastern Sales Manager; Mr. 
Jas. Benzies, Midwest Sales Manager. 

Company headquarters will be in 
Rooms 704, 705 and 706, Claridge Hotel. 


BERLIN CHAPMAN................ BOOTH E-12 


Berlin Chapman Company will have 
on exhibit for the first time an actual 
working installation of their new Bott 
Retort Loader-Unloader. Designed for 
the dual purpose of saving labor and in- 
creasing quality, this new machine prom- 
ises to prove one of the show’s major at- 
tractions. While the installation will be 
small, it will consist of an actual Baby 
Retort into and out of which they will 
operate No. 303 cans. This exhibit will 
include track, runways, elevators, con- 
trols, etc., which will clearly illustrate a 
complete integral wnit, similar to an 


actual canning plant installation. Fre- 
quent demonstrations will be made 
throughout show hours. Movies will 


also be made available of the system in 
actual operation in a commercial can- 
ning plant which were taken during the 
last corn pack. In addition to this, the 
company will also exhibit a newly de- 
signed Hand Pack Filler, a newly de- 
signed Juice Filler, and in the exhibit 
of International Nickle Company they 
will have a Nickle Brine Tank manu- 
factured by Berlin Chapman Company. 

Members of the Engineering Staff, 
Production Staff and all representatives 
and Seles Engineers will be in atten- 
dance, as well as Mr. John B. Gillett and 
Mr. John C. Miller. 
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BLISS COMPANY, E. W......... BOOTH C-28 


Now back on full manufacturing 
schedule curtailed by the war, the E. W. 
Bliss Company will exhibit their full 
line of can making machinery, so long 
famous and noted for its excellence in 
performance in the manufacture of cans 
of all types. 


BOUTELL MFG. CO. .............. BOOTH D-16 


The Boutell exhibit will stress “Ad- 
vanced Equipment by BOMAC” and will 
feature several new outstanding ma- 
chines. 

The revolutionary Freestone Peach 
Pitter; A hitherto unannounced all new 
“package” Apple Machine which rares, 


Bott Retort Loader-Unloader 


cores, removes calyx end and seed cells, 
and slices; An all stainless steel Hot 
Water Blancher and Cooler for prepar- 
ing apples for freezing; The All-Tubular 
Table, the most sanitary inspection table 
available; The B-M-C Special Slicer for 
pickles and general use. 


Numerous supplies for use in all 
phases of food processing will also be 
shown along with a photographic dis- 
vlay of machinery and equipment. 

C. H. Ansley, J. A. Miller and W. B. 
Howard will be in attendance. 

Mr. Ansley advises that the firm will 
occupy the largest space in their history 
and he anticipates that “our exhibit will 
be the best we have ever attempted.” 


BROWN BOOTH B-14 


The Brown Boggs Foundry & Machine 
Company Ltd., sole Eastern Canadian 
Representatives for Food Machinery & 
Chemical Corp., Hoopeston, Illinois, ex- 
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clusive Canadian and United States Rep- 
resentatives for Wm. Brierley, Collier, 
& Hartley Limited, Rochdale, England, 
and agents for other reputable manu- 
facturers will exhibit the FMC Kyler 
Labeler, FMC Universal Corn Cutter— 
Products of the Food Machinery & 
Chemical Corp. Hoopeston, Illinois and 
the Turnbull Type Orange Peel Chipping 
Machine—Product of Messrs. Wm. Brier- 
ley, Collier & Hartley Limited of Roch- 
dale, England. The Chipping Machine 
was to be shipped from England espe- 
cially for the Canning Show. 

Company Headquarters at Hotel May- 
flower, Room No, 2380. 

Mr. Colin Boggs, Company President, 
will attend the Convention and will be 
assisted by Messrs. George W. Smith, 
and G. L. Weaterston. 


BROWN INSTRUMENT............ BOOTH B-7 


New adaptations for industrial instru- 
ments for food processing will feature 
the exhibit of Brown Instruments divi- 
sion of Minneapolis-Honeywell Regula- 
tor Company. 

Indicating, controlling and recording 
devices for solving current food process- 
ing problems will include applications 
for concentration, aseptic canning and 
ion-exchange, said Lloyd Slater, Brown 
food-industry manager. Another feature, 
he said, will be an exhibit of Honeywell 
industrial valves for every canning oper- 
ation. Emphasis will be placed upon 
the function of valves in processing, with 
stress upon the point that “a control sys- 
tem is only as good as the valves used.” 


BROWN MACH. CO., H. F....BOOTH B-35 


Robert H. Brown, Treasurer of this 
firm, will be on hand to demonstrate 
their latest model of fruit slicers and 
cutting machines for many uses. 


BURT MACHINE CO. .............. BOOTH E-9 


The selling theme of recent promotion 
for the Burt Machine Company’s label- 
ers and packers has been “Burt Beats 
Fleeting Time”. To symbolize the idea, 
Burt has used the face of a clock over 
which is superimposed the figure of a 
running Mercury bearing a packing case. 
This motif has been combined with 
Burt’s traditional trademark. 

This year Burt will use a large 
lighted, 8 foot animated visual reproduc- 
tion of this theme at their convention 
Booth E-9. 

Also featured at the Convention wil! 
be Burt’s latest improved (model PCD) 
case packer which fills a two layer case 
with each plunger stroke. In addition 
Burt will show their new Model AUS 
non-stop labeler with the exclusive Dua! 
Label Feed that readily permits continu- 
ous automatic feeding without interrupt- 
ing the labeling operation. 

John L. Whitehurst, President and 
Harry A. Miller, Gen. Manager will be 
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present to meet their canner friends. 
They will be accompanied by several 
Burt technicians and engineers. 

Burt sales representatives present will 
be Burney C. York, Walter F. Kruse, 
Sterling Groudel, R. Larry Rogers, Jr., 
Alex Donald, James Hayes, Michael 
Young, Al Hornney, Jack Hickman, Tom 
McLay, James Q. Leavitt and Joe M. 
O’Brien. 


CANNERS MCHY., LTD......... BOOTH A-16 


This company, located at Simcoe, On- 
tario is the Canadian representative for 
a large number of American machinery 
manufacturers and will have representa- 
tives in attendance to care for the needs 
of Canadian customers at the Conven- 
tion. 


CAN MERS. INSTITUTE......BOOTH E-12A 


Over against the right wall, and 
nearly all the way down to the stage the 
visiting canner will find Hal Jaeger, Don 
Callahan, George Anderson and others of 
the Can Manufacturers Institute anxious 
and willing not only to explain the ad- 
vertising and promotional campaign of 
this organization, but to advise canners 
how they might personally tie in their 
own individual efforts to obtain maxi- 
mum results from this effort. 

More than that, canners will find an 
attentive ear to suggestions as to how 
they might better this service. Bear in 
mind that these gentlemen are intensely 
interested in promoting the sale of 
canned foods. Bear in mind also, that 
this service is gratuitous. The canner 
who misses the opportunity of visiting 
with these gentlemen surely will not 
make the most of this convention, 


CENTRAL MACHINE WKS...BOOTH A-1A 


All the way over against the left wall 
as you enter the exhibit hall, this Phila- 
delphia firm, well known as designers 
and manufacturers of all types of filling 
machines will be found exhibiting a filler 
for each type of product—Liquids, solids 
and Viscous. On display the Visitor 
will find the Dura-Mil Universal Liquid 
Can & Jar Filler for Soups, Juices, Syr- 
ups, ete, the Dura-Mil Solid Filler for 
Spaghetti, Peas, Corn, Beans, etc., and 
the Dura-Mil Viscous Filler for Pre- 
serves, Relishes, Apple Butter, Jams and 
Jellies, ete. 


Representatives at the booth will in- 
‘lude A. C. Milne, Michael M. Young, 
Nm. Hyndman, Sr., Wm. Hyndman, Jr. 


CHAIN BELT CO, BOOTH C-9 


Chain Belt Company will present for 
the first time, at the Canners Show, the 
rew Rex Roto-Brush Can Cleaner and 
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Drier designed to efficiently wash and 
dry all sizes of cylindrical cans at a 
capacity of up to 300 cans per minute. 
This machine will be set up in actual 
operation with Rex TableTop Chain con- 
veyors carrying cans into and out of the 
machine. These conveyors will be made 
up of standard units manufactured by 
Island Equipment Company. 

A fifteen minute movie, illustrating 
the operation of the Rex Thermo-Roto, 
and the unique fast can cooling method 
of this machine, will be shown. Also a 
4 K.D. Micro-Film Deaerator will be on 
display along with a demonstration 


Clark Electric-battery-powered CLIP- 
PER fork-lift truck with Tapered Bat- 
tery Compartment and Load Safety Rack. 


showing the effective action of the Rex 
Flat Spray Nozzle. 

Besides Rex Food Processing Equip- 
ment, Chain Belt Company manufac- 
tures Rex and Baldwin-Rex Power 
Transmission, Conveyor Chain and Rex 
Construction Machinery. 


The following Chain Belt Company 
personnel will attend: G. H. Woodland, 
Sales Mer., Chain & Transmission Div.; 
E. M. Rhodes, Sales Megr., Baldwin- 
Duckworth Div.; G. K. Vaill, Vice Presi- 
dent, Research & Development; Weld 
Conley, Research Engineer; A. C. Lind, 
Sales Mgr., Conveyor & Process Equipt. 
Div.; J. M. Marshall, Supervisor, Sales 
& Food Processing, Equipment; D. L. 
Schott, Application Engineer, Food Pro- 
cessing Equipment; M. E. Cusic, Sales 
Engineer; M. G. Jewitt, Chief Engineer; 
Jack Heaps, Sales Promotion Depart- 
ment. 


CHISHOLM-RYDER CO. .......... BOOTH A-3 


Four thousand square feet of exhibits, 
bringing The Best of Everything For the 
Food Processor to the Food Congress. 

In addition to a complete bean snip- 
ping - cutting - grading and juice lines, 
CRCO will present for the first time, 
numerous pieces of equipment designed 
to increase quality production at lower 
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labor costs. Included in the Chisholm- 
Ryder exhibit will be: 


Two new pea fillers, said to be the 
fastest fillers yet produced; A new high- 
speed juice filler; An entirely automatic 
low-cost unscrambler for tin cans; A 
greatly improved version of the Ayars 
can shaker; A shaker-screen for tomato 
and other juice lines; and a new continu- 
ous-feed labeling machine. 


Among those who will be in attendance 
at the Chisholm-Ryder booth are: Nor- 
man R. Stiles, president; W. Donald 
Chisholm, general manager;. Burton E. 
Brewer, sales manager; Earl McKinley, 
assistant sales and export manager; Ed- 
ward J. Abendschein, manager of the 
New Way affiliate, together with repre- 
sentatives from all of the territorial and 
branch offices of the company. 


CLARK EQUIPMENT STAGE 


Its newest towing tractor model, the 
gas-powered CLARKETTE-5, as well as 
a line of fork-lift trucks and attach- 
ments of interest to the canning indus- 
try, will be shown in a special “three 
ring circus” action exhibit by the Indus- 
trial Truck Division of the Clark Equip- 
ment Company. 

Noteworthy features of the new 
CLARKETTE-5 towing tractor are its 
unusual maneuverability and the loca- 
tion of controls which enables the opera- 
tor to operate the machine from a stand- 
ing position on a rear platform or while 
walking beside the machine. 

Other machines to be shown are the 
standard gas-powered CLARKAT tow- 
ing tractor; the Gas-powered CLIPPER 
fork-lift truck with HI-LO STACK, 
Load Safety Rack and Overhead Guard; 
the ELEC-CLIPPER fork-lift truck with 
Tapered Battery Compartment and Load 
Safety Rack; the Gas-powered CAR- 
LOADER fork-lift truck with PUL-PAC 
and Overhead Guard; the Gas-powered 
Pneumatic-tired YARDLIFT-20 fork-lift 
truck with Load Safety Rack; and the 
ELEC-CARLOADER with Rotating De- 
vice and Tapered Battery Compartment. 

The Industrial Truck Division repre- 
sentatives will be headed by James H. 
W. Conklin, Sales Manager. Also in 
attendance will be Glen R. Johnson, Na- 
tional Food Accounts Specialist. Russell 
F. Oakes, Manager of Advertising, will 
be in charge of the exhibit, with assis- 
tance from H .R. Hansen of the advertis- 
ing department. 


COLUMBIA ENGINEERING....BOOTH B-16 


The Columbia Engineering Service 
Company, San Francisco, California, re- 
cently announced the development of a 
new process for the elimination of par- 
tially filled and empty cans. The process 
involves the use of the CESCO Perma- 
nent Magnetic Light Can Eliminator. 
That device will be the feature of this 
display. When installed on any elevator, 
the Eliminator magnetically withdraws 
and discards all empty cans. It also 
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ejects most of the quarter and half full 
cans, and many three-quarter fulls. The 
Eliminator is not a weighing machine, 
but is designed to replace air and steam 
jets. It is non-electric, and requires no 
outside power supply. After over a year 
of extensive tests in major California 
canneries, the Eliminator is now ready 
for national distribution. 

The CESCO Permanent Magnetic 
Sausage Trap, another radically new 


IN 
CESCO Magnetic Light Can Eliminator. 
Dual installation in elevator immediately 
prior to boxing. Location preferred when 
using retorts. 


device will also be displayed. It collects 
the tramp iron in frankfurter, bologna, 
and similar grinds. Models to fit all 
common sausage stuffers. It is installed 
between stuffer and valve—does its work 
just before meat enters casing. 

The CESCO Type II permanent Mag- 
netic Plate. Once more, a radically new 
piece of equipment will also be shown. 
Totally enclosed in stainless steel, this 
device is 100 per cent SANITARY—the 
only plate on the market that can make 
such a claim. 

The regular line of Permanent Mag- 
netic Liquid Traps, Plates, Sweepers and 
Ducts will also be on exhibition. 

Donald E. Stem, President, A. R. 
Todd, and R. C. Cherry, will represent 
the firm. 

The company will be headquartered 
at The Madison Hotel. 


CONTINENTAL CAN CO. ...... BOOTH B-21 


Convention delegates, young and old, 
spend a lot of time on their feet. Hun- 
dreds of times during the day they meet 
old friends by chance and just stand 
and talk. It’s a lot of fun, helpful and 
enjoyable, but does get tiresome. Con- 
tinental Can’s booth as is their usual 
eustom, will be arranged as a comfort- 
able lounge, or gathering place, where 
visitors can just “set and talk”. In doing 
so they can discuss canning problems 
with hundreds of Continental experts. 

Executives available for consultation 
will be headed by C. C. Conway, Chair- 
man of the Board, and H. A. Eggerss, 
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President. Other executives will include 
T. C. Fogarty, A. M. Cameron, Sherlock 
McKewen, P. E. Pearson, J. S. Snelham, 
R. L. Perin, P. E. Fagan, W. M. Cam- 
eron, W. P. Murray, P. P. Wojtul, G. H. 
Muth and some seventy others from Con- 
tinental’s Sales, Manufacturing, Credit 
and Research Departments, will be at the 
visitors’ service. 


CORN PROD. SALES CO......... BOOTH B-10 


A large corps of representatives from 
the Technical and Sales Departments 
will be on hand for consultation and sug- 
gestions on sweetness control through 
the use of “Cerelose” brand Dextrose 
sugar. 


CGRNELI SEED CO. ................ BOOTH B-9 


This well known seed house from St. 
Leuis will feature Keystone Canner 
strains of Vegetable Seeds for 1950 and 
1951 delivery. Special attention will be 
directed to the pure line quality in both 
old and new varieties. Kodachrome views 
of some of the firm’s vegetable seed 
breeding and production will be shown. 
Among those in attendance from Corneli 
Seed Company will be Robert F. 
Kramer, Canner Division; Clifford Cor- 
neli, Director Export Division; Earl M. 
Page, President and Joe E. Burger, 
Sales Manager. 


CREAMERY PACKAGE............ BOOTH D-8 


The Creamery Package Mfg. Com- 
pany, Chicago, will again display a high- 
ly diversified line of Food Processing 
Equipment and Supplies. 

Featured in Creamery Package’s dis- 
play will be the CP Multi-Pass Plate 
type Heater and Cooler for pre-heating, 
pasteurizing and final cooling of such 
food products as tomato juice, fruit 
juice, syrups and other fluid type food 
products. The Creamery Package Multi- 
Cylinder High Speed Ammonia Compres- 
sor will also be shown for the first time 
to the Canning trade. 

Other CP products which will be dis- 
played are a 300 gal. per hour CP Multi- 
Flo Homogenizer, a fifty gallon Flavor 
Tank, a Stainless Steel Top Work Table 
and a CP Roto-Seal Sanitary Pump. 

Highlighting the exhibit will be a slide 
projecting machine showing installations 
of CP Equipment in the U. S. and Can- 
ada and Flow diagram charts of Pas- 
teurizing, Homogenizing and Refrigera- 
tion systems. 

Creamery Package will also have sam- 
ples on hand of CP Emery Aggregate 
Flooring, Stainless Steel Tubing, Stain- 
less Steel Sanitary Fittings and welded 
pickle finish tubing and fittings. 

Creamery Package is one of the larg- 
est manufacturers of dairy and food pro- 
cessing machinery. The company pro- 
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vides coast-to-coast service on machinery 
and supplies through 21 company owned 
and operated branches. CP also operates 
a wholly owned Canadian company with 
headquarters at Toronto. 


CRITES-MOSCOW 
GROWERS, INC. ............ BOOTH D-23 


Irving J. Courtice, Eastern Represen- 
tative of this Idaho firm, specialists in 
the breeding of seed peas for canning 
and freezing, advises that the firm is 
particularly interested in demonstrating 
the superlative color of their “Deep 


Burt High Speed Case Packer 


Green Superlaska.” This variety would 
seem to be the answer for canners in- 
terested in a better color to compete with 
the frozen pea. It is also especially in 
demand by the freezer, since it is true 
that the more color to start in either 
process the more color will be retained 
after processing. In addition to Mr. 
Courtice, Mr. Merle W. Stubbs, Manager 
of the firm, will be on hand for consulta- 
tion. Also Mr. Stanley L. Grannis, who 
joined the firm about a year ago as mid- 
western representative, will be in at- 
tendance for the first time. Mr. Grannis 
is a graduate of the University of Idaho 
in Agronomy and represents the firm in 
the Mid-West. He is located at Rockford, 
Illinois. 


CROWN CAN CO. ..........cccc0008 BOOTH E-5 


Crown Can Company will be well rep- 
resented at the Atlantic City Canners 
Convention in January. 

Those in attendance will be: R. P. 
Swartz, President; F. H. Braithwaite, 
Vice Preisdent in Charge of Sales; Alt. 
A. Stafford, Chicago; F. A. Singler, St. 
Louis; J. L. DeHolezer, Orlando; Nor- 
man Webb, Baltimore; J. F. Wagley, 
Baltimore; S. A. Conner, Baltimore; G. 
D. English, Virginia; Norbert J. Burke, 
Baltimore; J. Raymond Taylor, Balti- 
more; C. N. French, Baltimore; and 
from Philadelphia, Victor Kronold; D 
O. Merrill; John Dingee; Gus Echardt; 
Wm. Lakeman; Earl Graham; Johr 
Schmidt; Miss Elisabeth Brooks. 

Representatives will divide their time 
between the Company’s exhibit in the 
Convention Hall and the entertainmen! 


January 16, 1950 


A PREVIEW OF THE EXHIBITS— (Continued) 


room in the Solarium of the Claridge 
Hotel. Visitors will be cordially re- 
ceived at either location. 


DEWEY AND ALMY.............. BOOTH B-19 


The following people from Dewey and 
Almy will be present at the Convention: 
Mr. Bradley Dewey, Mr. Charles Almy, 
Messrs. H. S. Ferguson, T. T. Miller, 
D. L. Shanklin, G. W. Blackwood, E. N. 
Funkhouser, L. J. Cone, F. X. Moynihan, 
D. D. Rodger, A. J. Schneider, M. J. 
Harrington, W. M. Rand. 


DIAMOND CRYSTAL SALT....BOOTH B-31 


Representatives at hand will point out 
the value of using a salt especially de- 
veloped for canners to bring out the true 
flavor of your product. 


DIVERSEY CORP., THE............ BOOTH B-8 


This firm specializes in a sanitation 
service for canners and is responsible in 
large part for the tremendous improve- 
ment in sanitation conditions in can- 
neries in recent years. Have them ex- 
plain their methods to you. 


ELECTRIC SORT. MACH. CO...BOOTH A-2 


This firm manufactures photoelectric 
sorting equipment for automatic color 
separation. President A. G. Curtis, Vice- 
President S. B. Parker, C. A. Palmquist 
and C. L. Palmquist, Manager, will be 
in attendance to advise with you. 


ELGIN MFG. CO. .......... cesussad BOOTH D-20 


1 ELGIN Twin Cylinder Filling Ma- 
chine, 1 ELGIN Quad Filling Machine, 
and 1 ELGIN Automatic Feed Semi- 
automatic Capper will be shown by this 
well known manufacturer. 

The following representatives will be 
in attendance to greet and advise cus- 
tomers: Wm. B. Sanford, New York; 
W. H. Reimer, New York; H. G. Manley, 
New York; G. R. Stevens, Elgin, IIl.; 
A. R. Stevens, Elgin, Ill.; H. R. Baldwin, 
Elgin, Ill.; D. M. Webster, Chicago, III. 


J. L. FERGUSON CO. ............... BOOTH D-7 


J. L. Ferguson Company’s delegation 
to the National Canners’ convention will 
be headed by H. Lyle Greene, president 
of the company that builds Packomatic 
packaging machinery. 

Peter D. Bowley, Ferguson vice presi- 
dent, and head of Peter D. Bowley Asso- 
ciates, San Francisco, will represent 
Packomatic’s West Coast operations. 

Carl Claus, Vice President in Charge 
of eastern sales, Newark; J. W. Brad- 
ford, Boston; E. H. Eustice, Cleveland; 
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and Tom McLay, Baltimore, will be on 
hand to discuss the new features of J. L. 
Ferguson Company’s widely used Packo- 
matic automatic shipping case gluer- 
sealer and the recently announced Packo- 
matic automatic shipping case imprinter 
with its foam rubber type and vari- 
colored inks that assure a vastly im- 
proved printing job, when paper ship- 
ping cases are printed after they are 
filled, glued and sealed. 


J. L. Ferguson Company’s PACKO- 

MATIC automatic shipping case im- 

printer affords a wide variety of printing 
combinations. 


FERRY-MORSE SEED CO. ...... BOOTH B-13 


Ferry-Morse, one of the oldest and 
largest seed firms, will again have all 
their representatives of your acquain- 
tance in attendance to care for your 
needs. 


FOOD BOOTH E-2 


The 1950 FMC display will be cen- 
tered around simulated production lines, 
showing equipment as part of integrated 
plant setups rather than as individual, 
disconnected units. 

A large area will be devoted to corn 
equipment, arranged in a typical FMC 


CREAMCORN line. This new method 
of producing normal-flavored, normal- 
appearing cream style corn from whole- 
kernel cut gives added opportunity for 
removal of silk, husk, cob or other ex- 
traneous material. 

The line starts with the FMC sweet 
Corn Harvester and continues with husk- 
ing, cutting, washing, inspection, pulp- 
ing, slitting, mixing, quality-control and 
filling equipment. 

FMC warehouse equipment is ar- 
ranged in a separate line with the Can 
Unscrambler and Non-Shock Caser shown 
in operation. The FMC Merrell Can 
Detector, as well as the FMC Air-Blast 
Can Dryer, will be exhibited. 

A typical juice line will be complete 
from extractor to filler. Newest item is 
the Turbine Drive Juice Strainer, an 
inexpensive but invaluable addition to 
any canner’s line. 

For the Freezing Industry the con- 
sumer size Carton Filler will be shown, 
and of special interest, a section of the 
FMC Continuous Freezer. 

The items named are only a small part 
of the forty-odd to be exhibited, which in 
turn represent only a fraction of the 
hundreds of items manufactured and 
sold by this old line firm. In this dis- 
play, machines of current interest and 
those recently developed or improved will 
be shown, but complete information will 
be available on all of equipment of their 
manufacture. Chief purpose of the ex- 
hibit is to illustrate in various ways, the 
complete service FMC gives the Food 
Processor in supplying his every need. 

FMC Headquarters for this conven- 
tion will be at Haddon Hall, where all 
personnel will have rooms. A list of 
those attending the convention follows: 

Corporation Personnel: C. M. Frazier, 
Vice President; J. M. Hait, Vice Presi- 
dent, Director of Engineering; P. C. 
Wilbur, Vice President, Director of Re- 
search; T. Mansfield, Chief of Canning 
Section, Central Research; F. E. Rose- 
water, Public Relations and Advertising 
Manager; A. W. Elwood, Manager, Ex- 
port Dept.; H. G. Hoffmeister, Patent 
Counsel. 


New 1950 FMC Sweet Corn Harvester will be displayed at the convention. Many new 
features to be shown include elevator adjustment for side or rear delivery. 


January 16, 1950 


25 


rar 
- 
“ti 
te: 
= 
3 
j 
AW f 
|_| 


A PREVIEW OF THE EXHIBITS— (Continued) 


Anderson - Barngrover Division: Wm. 
deBack, Vice President, Manager; F. J. 
Fay, Sales Manager; S. Mencacci, Chief 
Sales Engineer; M. R. Whitman, H. H. 
Wagner, W. P. Ouzts, A. S. Gregory, 
Sales Engineers. 

Sprague-Sells Division: C. K. Wilson, 
Manager; J. A. Cleveland, Plant Man- 
ager and Asst. Division Manager; H. L. 
Link, Sales Manager; J. B. Kerr, Assis- 
tant Sales Manager; R. T. Myers, Chief 
Production Engineer; C. E. Kerr, Chief 
Development Engineer; M. O. Smith, As- 
sistant Chief Engineer; W. W. Walsh, 
T. N. Martin, J. L. Frasier, W. W. Singer, 
D. Davis, H. J. Ludwig, E. W. Hardesty, 
H. C. McClure, M. O. Schmidt, Sales 
Engineers; E. P. Shea, Chemist; P. 
Gisser, Advertising and Sales Promo- 
tion; R. L. White, and V. K. Viitanen, 
Design Engineers. 

Also present will be representatives of 
John Bean, Niagara and Florida Divi- 
sions of Food Machinery and Chemical 
Corporation, subsidiary Company Stokes 
and Smith of Philadelphia and associate 
company the International Machinery 
Corporation. 


THE FOXBORO CO. .............. BOOTH D-19 


This firm will show its Multi-Record 
Dynalog (making up to 6 simultaneous 
records on one chart) ; Segmental-Chart 
(24-point) Dynalog Recorder; Model 40 
On-Off Temperature Controller with de- 
ferred action elapsed-time control; d/p 
(Differential Pressure) Cell Flow Trans- 
mitter; Stabilflo Control Valve with bel- 
lows seal and reversible motor; Rotax 
(electric) Liquid Level Receiver-Control- 
ler; Model 40 Duplex On-Off Pressure 
Controller; Model 20 On-Off Tempera- 
ture Controller; Model 20 On-Off Duplex 


Pressure Controller; Model 42 Flow 
Transmitter; Model 41 Indicating Tem- 
perature Controller; Locker Room Tem- 
perature Recorder; Globe Control Valve, 
Pressure Gauge and Indicating Ther- 
mometer for retorts. Twelve or more 
Foxboro Sales Engineers will be in at- 
tendance. 


The Foxboro Model 40 On-Off Tempera- 
ture Controller with deferred action 
elapsed time control brings the process 
measurement up to the desired point, 
controls it there for the desired period, 
then automatically shuts down the 
process. 


GALLATIN VALLEY.............. BOOTH B-17 


L. P. Cooper, Jr., M. C. Parker, E. W. 
Raber and J. R. Thompson will be on 
hand to shake your hand and explain the 
advantages of planting that famous Old 
Faithful brand of pea seed. 


Cans are handled upright in FMC Non-Shock Caser, to be shown in operation at 1950 
convention. Fills up to 1200 cases per hour. 
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HAMACHEK MACHINE.......... BOOTH C-4 


Pea and lima bean canners with 
threshing problems, will do well to stop 
by at this booth. Three generations of 
Hamacheks have specialized in the pro- 
duction of vining equipment, with no 
other interest to divide their attention. 
The booth is in the same location as in 
the past several years, the second booth 
on the right of the center aisle. 

There will be shown photographs of 
equipment for the threshing of green 
peas and lima beans for canning and 
freezing purposes. Proof that Hamachek 
Ideal Viners have been effecting large 
economies is the ever growing list of 
users that has risen from 1,888 in 1938 
to 4,199 in 1949. 

The following representatives will be 
in attendance to further show why their 
equipment has been taking an increas- 
ingly important part in the production 
of canned and frozen peas and lima 
beans: Frank Hamachek, Jr., Richard 
L. Hamachek, Ogden D. Hamachek, 
Harry H. Howeth, Bert W. Nevins, F. J. 
Bott. 


HEEKIN CAN COMPANY......,BOOTH C-25 


Dan M. Heekin, President, and Charles 
L. (Chuck) Heekin, Sales Manager, 
along with other popular representatives 
of this Midwest can manufacturing firm, 
will be on hand to greet you and care 
for your can requirements. 


HORIX MEFG, CO. BOOTH E-7 


Exhibited will be the 18-valve fully 
automatic liquid filler incorporating sev- 
eral improvements made during the year, 
along with other equipment of this Pitts- 
burgh manufacturing firm. Mrs. Frank 
B. Fairbanks, President, will head a 
large coterie of representatives in at- 
tendance. 


HUNTLEY MFG. CO. ............ BOOTH C-11 


This manufacturer of a full line of 
food processing machinery, including 
blanchers, washers, graders and cleaners 
for the canning and frozen food indus- 
tries, will again occupy Booth C-11, and 
will for the first time exhibit some of 
their newly designed 1950 models of ma- 
chinery. In attendance will be Howard 
J. Griffin, George F. Reid and W. B. 
Sutton, who will be glad to furnish full 
information on the complete “Monitor” 
line. 


INTERNATIONAL MINERALS & 
CHEMICAL CORP. ............ BOOTH A-4A 
In attendance will be representatives 

to explain the application and use of 

“Amino” Monosodium Glutamate of this 

firm’s manufacture. 
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REGISTERED TRADE-MARK 


MONITOR, trademark of the Huntley Manufacturing Company, is a name 
of known pre-eminence in the food processing industry throughout the 
world, because it represents a line of machinery which has keynoted 
QUALITY for more than two-thirds of a century. 


MONITOR Blanchers, Washers, Graders and Cleaners, etc., are used 
predominantly by the canning and frozen food industries with gratifying 
results, for they consistently give the processors a high rate of return on 
their investment. 


IMPORTANT—Don’‘t miss our Convention Exhibit—we will display for the 
first fime some of our newly designed 1950 model machinery. Be sure 
and inquire about the MONITOR Tomato Handling Equipment which de- 


finitely assists in the control of tomato mold. 


A MONITOR is - USUALLY, Lower in Price! 
ALWAYS, Higher in Quality ! 


Booth No. C-1] 


HUNTLEY MANUFACTURING CO. 


BROCTON, N. Y., U.S.A. 
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A PREVIEW OF THE EXHIBITS— (Continued) 


INTERNATIONAL NICKEL....BOOTH B-27 


A variety of equipment from preci- 
sion castings to steam-jacketed kettles 
will be featured by The International 
Nickle Company. 

Special attention will be focused upon 
the mechanical and other properties of 
nickel, Monel, and other high nickel 
alloys, including heat transfer and cor- 
rosion-resistant qualities. 

C. J. Bianowicz will be in charge of 
the exhibit, assisted by A. C. Zino, R. T. 
Barnes, Jr., J. D. McConnell, and C. J. 
Brown. 


ISLAND EQUIP. CORP. .......... BOOTH E-23 


Visiting Canners will find the follow- 
ing equipment on display at this always 
attractive booth: 

The Ultimate Stainless Steel Jar 
Cooler; Styl-O-Matie Straightline Un- 


Langsenkamp Hot Water Scalder 


scrambling Table; Styl-O-Matie Rotary 
Unscrambling Table; Styl-O-Matic Rota- 
ry Accumulating Table; Styl-O-Matic 
Bottle, Jar, Can and Container Convey- 
or; Styl-O-Veyor Junior; Ultimate Pal- 
let Dolly. 

The Styl-O-Veyor Junior and the Ulti- 
mate Stainless Steel Jar Cooler will be 
especially featured. 

The Styl-O-Veyor Junior is a versatile 
portable belt conveyor booster for load- 
ing and unloading trucks, freight cars, 
elevating materials from one level to 
another, stocking or piling cases in ware- 
houses, etc. The strain of lifting ma- 
terials is greatly reduced with this eco- 
nomical versatile unit. 

The Ultimate Jar Cooler is the only 
cooler or pasteurizer of this type on the 
market in the fact that the three cooling 
stages or three pasteurizing stages re- 
ceive all the water from one main 
source. The cooling or pasteurizing, as 
the case may be, is accomplished by the 
regeneration method and is a very eco- 
nomical unit for packing lines for pickle 
and very many other items for the prod- 
uct to be cooled or pasteurized. 


Representatives in attendance will be: 
John W. Stiles, Donald T. Stiles, Arthur 
J. Haar, Jack M. Tayne, Roger A. Mor- 
ceau, Nicholas W. Gross, Samuel Eck- 
haus, Earl Taylor, Ed Dinkle, J, Wesley 
Stiles, Jr. 
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LANGSENKAMP, F. H. ............ BOOTH E-6 


Tomato and tomato products canners 
know the name of Langsenkamp as a 
symbol of quality equipment especially 
designed to produce the very highest 
quality products. Their equipment is 
known in the tomato canning industry 
for its enormous production, low operat- 
ing costs, sanitation and ease of clean- 
ing, low power consumption, and long 
life. Their Kook-More Koils, for instance, 
will reduce a batch of 750 gallons of raw 
tomato pulp 60% in 15 minutes. This 
fast cooking action means better color 
and flavor, savings in man hour cost, 
cleaner coils and time-saving in cleaning 
the equipment, more batches per day and 
thus greater tonnage. 


The Easy-Adjust Puilper, which is 
equipped with a hand wheel for adjust- 
ment while the machine is in operation, 
eliminates the “down” time required for 
other machines and makes for better 
quality. A variety of products, fruits 
and vegetables, can be handled on this 
versatile machine. It is the only machine 
in existence say the manufacturers, 
which will remove the seed in production 
volume from black raspberries satisfac- 
torily. Then there is the celebrated 
Langsenkamp Hot Break Unit, which it 
is claimed will double the production of 
present pulpers, stop enzymic action and 
release the pectin for embodiment into 
the product. The hot break method as- 
sures full heat transfer and tends to 
prevent separation in tomato juice and 
catsup. 

All of these machines will be on dis- 
play. We are advised also that the com- 
pany will show a new Chili Sauce ma- 
chine that eliminates all peeling of the 
raw stock and makes a chili sauce com- 
parable with the old peeled type. 

The Burgee Automatic Can Opener 
for No. 10 cans of puree, paste and fruit 
products, will also be shown. Use of this 
machine saves the labor of four to six 
men opening by hand. Cans are com- 
pletely drained and washed as they go 
through the machine. The speed is about 
20 cans per minute. 


Other equipment of this well known 
firm will be on display as well. 


Management, sales and engineering 
personnel on hand to shake your hand 
and discuss your problems will include 
Mr. Frank H. Langsenkamp, Frank S. 
Langsenkamp, Stacey B. Lindley, Lloyd 
I. McInturf, Nelson A. Myers, Virgil A. 
Byrd, Fred A. Stickle, Elmore P. Hilts 
and Ivan J. Ulmer. 


LEE BOOTH E-3 


A new, large-capacity Hydraulic Ma- 
terials Handler for dumping liquids, 
fruits, vegetables and other solid foods 
into kettles or tanks, developed during 
the past year, will be demonstrated by 
this firm, 


THE CANNING TRADE 


With this new Lee Handler it is pos- 
sible for one man to empty a 500-pound- 
capacity barrel, or a 55-gallon drum in 
less than a minute—and with no mess or 
spill. No power, other than the water 
from the plant water main, is required 
for operation. 

The Handler is mounted on 6-inch rub- 
ber-tired casters, and can be used to 
serve a battery of kettles. The 500-pound 
barrels can be set into the Handler by a. 
standard two wheel truck; however, the 
lifter can also be fitted with a stainless 
steel trough and hopper into which dry 
or liquid products may be dumped and 
mixed before elevating. 

Lee Stainless Steel Steam Jacketed 
Kettles and Tanks, and a steam jacketed 
kettle equipped with a motor-driven 
seraper-type agitator, will also be on 
display. 


LIMA HAMILTON................ BOOTH A-20 


Lima-Hamilton Corporation will dem- 
onstrate its new 44-pocket air-pressure 
can tester, one of many units in its ex- 
tensive line of Hamilton-Kruse can-mak- 
ing machinery. 

The Model 301 tester, manufactured 
by the can machinery department of 
Lima-Hamilton, will be shown actually 
testing sanitary cans at a speed of 300 
cans per minute. In plant production, 
the 11,500-pound unit runs at speeds up 
to 350 cans per minute, and handles 
small, round cans, ranging from 1% up 
to 4% inches in diameter, and from 2 to 
7% inches in height. The tester, and all 
other Hamilton-Kruse can-making ma- 
chines, are built by the firm’s Hooven, 
Owens, Rentschler Co. Division at Ham- 
ilton, Ohio. 

Use of the tester eliminates the double- 
sealing hazard found on machines with 
bucket attachments, and the resultant 
possibility of passing bad cans as good 
ones. The unit, 81 inches high, occupies 
floor space 100 by 60 inches. 

A second machine, Model 302, with 22 
pockets, is used for testing larger cans, 
and has speeds up to 200 cans per minute 
This model handles cans with diameters 
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BEET 


If it’s color you want— 
then use N. K. & Co. strain 
of Perfeeted Detroit 


OoRTHRUP, KING & Co. 


Seed Growers Since 1884 Production: 
Falls, idaho Minneapolis 13, Minn. se. 
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A PREVIEW OF THE EXHIBITS— (Continued) 


ranging from 3% to 7% inches, and 
heights from 2% to 12 inches. The unit, 
84 inches high, weighs approximately the 
same at the 301 tester, and occupies the 
same amount of floor space. 

Both the 301 and 302 models are pow- 
ered by a 3-horsepower motor, and are 
equipped with safeties such as a spring- 
loaded ball slip clutch, brake motor, and 
all electric controls. 

Among representatives of Lima-Ham- 
ilton who will be present at the com- 
pany’s booth, are Roland H. Johnson, 
sales manager for can machinery; R. T. 
Adams, Chicago sales representative, and 
Peter Kruse, engineer and designer of 
the Hamilton-Kruse line. Full informa- 
tion on the different types of can-making 
machines will be available at the booth. 


GD, BOOTH C-8 


Arthur H. Boike, Exhibit Manager, 
advises that Link-Belt’s presentation 
will consist mainly of a new type of de- 
watering screen which is making its first 
appearance to the Canning Trade at this 
show. The unit will be operating, and 
instruments will indicate its effective- 
ness. 

The complete line of Link-Belt power 
transmission equipment will again be 
shown on a double-strand slat conveyor 
driven through the medium of Link-Belt 
enclosed gear drives 

This display will be supplemented 
by a special display unit consisting of 
different types of flat-top conveyors that 
are available to the Canning Industry. 


In the background large colored photo- 
graphs of interesting applications will be 
displayed, and for private consultations, 
a small office has been built into the dis- 
play. This exhibit will be in charge of 
W. J. Nighbert, assisted by competent 
Link-Belt representatives. 


MICHAEL-LEONARD ............... BOOTH B-5 


Two or three years ago canners visit- 
ing the booth of this seed house, known 
particularly in recent years for its pro- 
duction of outstanding corn varieties, 
were amazed to see sweet corn actually 
growing in this booth. Always on the 
lookout for something novel and surpris- 
ing, we are advised that the firm will 
feature a buried treasure chest this year. 
They won’t tell us what is in the chest, 
but canners can be assured it will be well 
worth a visit to find out. 

Stuart N. Smith, Research Director, 
will be sure to have some interesting in- 
formation on the development of research 
in plant breeding. 

While we have not been advised, judg- 
ing from past performances, the visiting 
canner might expect to find in at- 
tendance, Dr. Smith, Berkeley Michael, 
Rudy Feige, Haver Dougherty, and Ollie 
Thompson. We know that Floyd Zim- 
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merman of Baraboo, Wisconsin, graduate 
of the University of Wisconsin, with a 
Bachelor of Science in Agriculture, and 
representing this firm in the Mid-West, 
will be on hand for the first time. 


MOJONNIER BRO. .............. BOOTH D-12 


L. M. Noland of this company, ad- 
vises that no machinery will be on ex- 
hibit. The booth will be in the form 
of a lounge to greet customers and 
friends. Large photographs of the ma- 


Hamilton-Kruse Model 301 air-pressure 
can tester with 44 pockets, built by 
Lima-Hamilton Corporation. 


chinery fabricated by this firm will 
be available for study. These photo- 
graphs will include their Tubular Heat 
Exchanger, Fruit Spread Cooker, Vac- 
uum Filler, Vats and Storage Tanks and 
their compact Coolers. 


MORTON SALT COMPANY....BOOTH B-12 


Messrs. W. W. Morrison and A. T. Mc- 
Lellan will be in attendance to show and 
explain this company’s “salter” machine 
and the economies and efficiency effected 
in various canneries throughout the 
country in its use. 


NATIONAL CAN CORP........... BOOTH D-9 


Service to the consumer is a personal 
matter with each and every member of 
this well known organization. Their 
booth will be arranged as a comfortable 
lounge and a friendly invitation is ex- 
tended to all to stop in for a chat. 

The following personnel will be in at- 
tendance: Mr. F. B. McNamara, Vice- 
President and General Sales Manager; 
Ed Woelper, Eastern District Sales Man- 
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ager; Steve O’Donnell, Mid-West District 
Sales Manager; Steve Murphy, Western 
District Sales Manager; W. R. Janney, 
Special Sales Representative; H. O. 
(Berry) Berryman; C. T. Thum, Gen- 
eral Production Manager; S. R. Hiner, 
Sr., Baltimore Plant Manager; Leroy V. 
Strasburger, Director of Field Research; 
J. E. Kearse, Credit Manager; S. W. 
Bowers, Sr., Service Manager; and E. T. 
Shockley, L. T. Webster and C. F. Unruh, 
of the Sales Department. 


NORTHRUP, KING................ BOOTH C-12 


In this day and age it’s hardly neces- 
sary to remind the food processor that 
it pays dividends to purchase the very 
best seed stock obtainable. Many vege- 
table processors have become convinced 
that this is the only type of seed stock 
obtainable at Northrup, King. Repre- 
sentatives of this firm are always 
anxious to prove that point to any one 
in doubt. While final plans had not been 
laid when we last heard from “Larry” 
Corbett, head of the Canners Division, it 
was expected that this delegation would 
be headed by Mr. J. W. Mathys, man- 
ager of the Garden Seed Department, 
and presently serving a term as a Direc- 
tor of the Canning Machinery and Sup- 
plies Association. The old _ standbys, 
“Larry” Corbett, “Pete” Walker, Gordon 
Newton and Vance Dean, are also ex- 
pected to be on hand to greet customers 
and consult with them. All of them will 
want to tell the visiting canner about 
a Golden Cross Hybrid, “VT 20”, a re- 
cent development of the firm. This va- 
riety excells in the important points re- 
quired in a sweet corn—flavor, tender- 
ness, texture and appearance. Unless we 
miss our guess they will also be inter- 
ested in telling the visitor about the new 
variety “Iochief”’, developed recently by 
Dr. Haber of Iowa State. We understand 
that seed stock for this new variety has 
been made available to commercial seed 
houses and that it will be offered the 
Canning industry for 1951 production. 

As most canners know, this large Min- 
neapolis house is prepared to offer all 
of the leading vegetable varieties, their 
particular strain of which is prepared 
with scrupulous care. 


OLNEY, GEO. BOOTH C-13 


Mr. Geo. J. Olney extends a cordial in- 
vitation to visiting canners to inspect the 
Flotation Washer with Auto-Destoner, 
the Schmidt Whole Grain Corn Cutter 
and the Olney Quality Separator. 

The Flotation Washer, while widely 
used, is being shown for the first time. 

The Schmidt Corn Cutter has been en- 
tirely re-designed. Corn canners will 
want to see this machine and learn how 
its use will improve the cut of whole 
grain corn. 

The Olney Quality Separator, original- 
ly brought out for grading peas, has 
lately been found to do outstanding wor 
in separating White and Green Lima 
beans. 
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Photo above shows a typical installation of the 
SALTER MACHINE mounted on a tomato juice 


line in one of the nation’s most progressive can- 


The vastly increased efficiency and 


fected by the SALTER 
MACHINE in various 

canneries throughout 
the country has cre- 


Convention Hall + Atlantic Cty 


33, ated such widespread 


economy already ef-. 


interest that we plan, as distributors, to 
show it at the Canner’s Convention in 
Atlantic City. 


We cordially invite you to visit us at 
Booth B-12 and see the machine in op- 
eration. 


MORTON SALT COMPANY 


CHICAGO 3, ILLINOIS 
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A PREVIEW OF THE EXHIBITS— (Continued) 


OWENS-ILLINOIS GLASS......... BOOTH E-8 


Modern, economical way of processing 
in packages that prompt impulse sales 
will be demonstrated by Owens-Illinois 
Glass Company. 

A series of slides in full color will be 
used by the glass company to tell this 
message. The slides which will be rear- 
projected through the Spectaculart meth- 
od on to a 9 x 12 foot screen will consist 
of a series of photographs taken in vari- 
ous processors’ plants across the nation 
showing efficient, high speed glassing 
operations. 

Large letters on both sides of the 
sereen which will occupy the center of 
the Owen-Illinois display will carry the 
following messages: “Visibility Sparks 
Sales” and “Sight Produces Sales.” 

The trend to visual packaging will be 
emphasized by the glass company 
through two flanking sections which will 
carry a wide assortment of fresh fruit, 
produce, candy and meats, all packaged 
in transparent wrappings. 

Through this approach, Owens-Illinois 
will emphasize that products packaged in 
visible wrappings have caught the fancy 
of the shopper. The company will point 
out that the glass container is the only 
rigid “window” package in which foods 
can be processed and still retain the visi- 
bility factor so important to impulse 
sales. 

The company will be represented by 
Toledo and branch sales executives, and 
personnel from the Market Development 
Department and Packaging Research 
Division. 


PFAUDLER CO., THE.............. BOOTH D-15 


This well known Rochester, New York 
firm will have on display the following 
equipment. 

18-station rotary can filler gravity 
feed handling 46 ounce cans; rotary pis- 
ton type 7-station filler suitable in han- 
dling gallon containers; 14-station rotary 


piston filler handling cans and jars in 
sizes up to but excluding gallon contain- 
ers; horizontal straight line double head 
piston filler suitable in handling all size 
containers; 150 gallon stainless steel 
hemispherical jacketed kettle complete 
with agitator and baffles; 500 gallon 
stainless steel high pressure jacket proc- 
ess vat; 120 gallon stainless steel storage 
tank. 

Representatives at the booth will in- 
clude Mr. W. D. Pheteplace, Mr. L. E. 
Backer, Mr. Earl Grover and Mr. H. I. 
Edwards. 


PIEDMONT LABEL CO. .......... BOOTH E-21 


Although C.M.S.A. members for a dec- 
ade, this popular label house is exhibit- 
ing for the first time this year. Presi- 
dent Joe M. Davidson, R. L. “Bob” 
James, J. A. B. Muhly, Ned A. Holman, 
L. J. Thompson, Hugh Mackey, and R. O. 
Dean, one and all, will welcome cus- 
tomers and friends. Visitors will find 
them ready and anxious to advise any 
one who has a label problem. Their 
headquarters will be at the Madison 
Hotel. 


PLANTERS MFG. CO. ............ BOOTH C-24 


While this well known Portsmouth, 
Virginia firm of basket makers is pre- 
pared to furnish any type of hamper 
required, the % tomato basket has been 
a specialty with them for many, many 
years. O. W. French and John T. Cur- 
ran will be on hand to tell visitors how 
Planters’ more than a half century of 
experience can be utilized. They are pre- 
pared to offer either the hand made or 
the machine made and are equipped to 
treat baskets with the new “Plastex” 
hamper solution that has been so help- 
ful in the control of flat sour bacteria. 
These gentlemen know their business and 
are anxious to serve you. 


Olney Flotation Washer 
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PRODUCTIVE EQUIPMENT....BOOTH B-20 


Newcomers to the Canning Machinery 
& Supplies Show, the Productive Equip- 
ment Corporation of Chicago, manufac- 
turers of Vibrating screens, will intro- 
duce a new screening unit for waste 
disposal and for other light duty screen- 
ing operations both wet and dry. This 
unit is a two bearing adjustable positive 
eccentric type, of simplified construction, 
in order to make a serviceable, economic 
unit. The vibrator assembly is mounted 
above the deck structure and can be re- 
moved for maintenance or repair and re- 
installed in a few minutes. The unit has 
sealed bearings which eliminate the 
necessity of frequent lubrication and 
prevent foreign matter, wet or dry, from 
getting into the bearings. 

The unit will be made in single or in 
double deck and in 2’ x 6’ and 3’ x 6’ 
sizes. 

A Deluxe Stainless Steel Unit for use 
in wet screening on a variety of tomato 
operations as well as other wet opera- 
tions in the canning industry will also 
be shown. 


REEVES PULLEY CO. ............ BOOTH C-26 


The Reeves Pulley Company will dis- 
play its complete line of variable speed 
control equipment. Included will be the 
three basic Reeves units, the Reeves 
Variable Speed Transmission, Reeves 
Vari-Speed Motodrive and Reeves Vari- 
Speed Motor Pulley. Special emphasis 
will be given to automatic controls, both 
hydraulic-pneumatiec and electric remote, 
and their adaptability to application on 
canning machinery. 

Two new variable speed units will also 
be featured. The recently re-designed 
Reeves Vari-Speed Junior, a simplified, 
inexpensive unit for light hp require- 
ments, will be on display, as well as the 
new, compact Reeves Fractional HP 
Motodrive, designed especially for ap- 
plications where space is limited. 


The following personnel will be in at- 
tendance at the Reeves booth: P. C. Tal- 
bot, J. A. Mahoney, D. W. Clem, J. P. 
Reeves, H. B. Diehl and I. V. Falk. 


President Robert A. (Bob) Sindall, 
Jr., advises that this old line machinery 
house of Baltimore will show four new 
machines for the first time. These ma- 
chines include the Robins Mushroom 
Chopper, Robins Pickle Slicer, the Rol- 
lins Tomato Peeler and the Robins- 
Camco Walking Beam. He promises that 
canners of these products will get «an 
eye-opener when they see this new equi)- 
ment. As usual this exhibit will be ex- 
tensive, showing among other machines, 
the Robins Niagara Washer, the Robins 
Mushroom Slicer, the Robins Peach 
Slicer, the Robins Can Unscrambler, 
the Robins Haynie Hot Water Tomato 
Sealder, their Rotary Blancher and the 
Robins Bean Slitter. Members of the or- 
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ganization on hand for consultation, 
headed by President R. A. Sindall, Jr., 
will include Vice-President Harry R. 
Stansbury, Louis E. Kibler, H. E. Brod- 
nax, Arnold Brodsky, O’Roland Read, 
Frank Moeller, Garner Reynolds, James 
Donohue, and Ed. Tennent. 


ROGERS BROS. SEED CO. ...... BOOTH B-30 


Jay M. Bingham, Vice-President in 
Charge of Sales, advises that in addition 
to himself, Mr. T. T. “Bud” Hopkins, 
Hugh Dorr and Gordon Sternke will be 
present in the booth. They extend a cor- 
dial invitation to one and all to visit 
them. So if it’s quality pea, bean or 
corn seed in which you are interested, be 
sure and make this a must call on your 
list. The quality reputation of this firm 
has been unassailed for many, many 
years. 


SCOTT VINER COMPANY......BOOTH E-11 


George A. Knorr, M. E. Palsgrove, 
Frank Copeland, Sherman Carmichael, 
M. S. Carmichael and R. P. Knell will be 
in attendance to explain the hydraulic 
elevating equipment, washers, washer 
elevators, tube blanchers and other ma- 
chinery of this firm’s manufacture. 


Reeves Fractional HP Vari-Speed 
Motodrive 


SELLERS INJECTOR ................ BOOTH D-6 


Sanitation minded canners visiting the 
booth of this firm at last year’s exhibi- 
tion, saw a portable cleaning unit orig- 
inally designed for the railroad yet 
proven suitable to the canning industry. 
Because the food industry developed into 
such a large market a redesign of this 
equipment was made to specifically meet 
the needs of the foods industry; the re- 
sulting model will be shown this year. 
While the operating principle is the 
same, the incorporation of specific design 
requirements of the food industry make 
this a more desirable piece of equipment 
for use in the canning field. The new 


model is constructed of stainless steel, 
different and more effective types of 
nozzles have been substituted; the unit is 
more compact; a different type of wheel 
and carriage arrangement has been em- 
rloyed and a more practical type of 
handle for food plant use is furnished. 

Victor F. Sheronas, President, I. P. 
Pedrick, Executive Vice-President, P. E. 
Raymond, Chicago Representative, and 
Theodore Haering, General Manager, 
will be pleased to tell you how this com- 
pact little unit can solve your sanitation 
headaches. 


SiMPLICITY ENGNG. CO......... BOOTH A-3 


A new member of the Canning Ma- 
chinery & Supplies Association and first 
time exhibitor, will show their Simplicity 
screens used in the manufacture of to- 
mato products. Incorporated are certain 
features not to be found elsewhere, 
which make for just what the name im- 
plies—“simplicity” of operation, cleaning 
and maintenance. 


SINCLAIR-SCOTT CO. ............ BOOTH A-4 


Once again a typical factory installa- 
tion of the Hydro Conveyor in actual 
operation may be seen at tkis booth. 
Pyrex Glass Pipe will again be used to 
demonstrate how this novel conveying 
equipment will handle any size, shape or 
color of fruit or vegetable in a most 
efficient manner. The visitor will also 
find on display at this booth, other well 
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known pieces of equipment manufactured 
by this old line Baltimore house. 

Vice-President John W. Rife, and Sec- 
retary E. Ridgeway King, will head the 
delegation. Chief Engineer C. T. “Con- 
nie” Staffa, will be there to discuss pro- 
duction problems. Walter Gilliam and 
Edward Johnson will represent sales and 
service. 


STANDARD-KNAPP .............. BOOTH E-10 


This old line firm will exhibit their 
popular line of Labelers, Casers and 
Sealers. Hospitality headquarters will 
be at the Haddon Hall. The following is 
a list of the representatives who will be 
in attendance at this show. 


Edwin H. Schmitz, Gen. Sales Mer., 
Portland, Conn.; George Ingham, Vice- 
Pres. and Gen. Mgr., Portland, Conn.; 
J. H. Mosley, Gen. Factory Mgr., Port- 
land, Conn.; K. Holstebro, Chief Eng., 
Portland, Conn.; A. J. Hetzel, Sales 
Chief Clerk, Portland, Conn.; M. Mc- 
Faull, Dist. Mgr., New York, N. Y.; G. 
P. Schaefer, Sales Eng., New York, 
N. Y.; J. F. Ferman, Serv. Eng., New 
York, N. Y.; Martin Tanis, Sales Eng., 
New York, N. Y.; W. A. Schilling, Sales 
Eng., New York, N. Y.; W. T. Hughes, 
Dist. Mgr., Atlanta, Ga.; A. L. Johnson, 
Dist. Mgr., Chicago, Ill.; F. G. Rogers, 
Sales Eng., Chicago, Ill.; K. H. Mayer, 
Dist. Mgr.; Cleveland, Ohio; F. P. Lons- 
dale, Sales Eng., Chicago, Ill.; A. L. Mix, 
Sales Eng., Cleveland, Ohio; L. F. Shat- 
tuck, Sales Eng., Cleveland, Ohio; 
George E. Bayer, Dist. Mgr., St. Louis, 
Mo.; G. S. Sundin, Sales Eng. in Charge 
of Houston, Texas Office. 


STANGE CO., WM. J. ........000+ BOOTH C-6 


Wm. J. Stange Co. will feature in its 
exhibit food products packed in tin and 
glass by processors using C.O.S. (Cream 
of Spice Seasonings), Peacock Brand 
Certified Food Color and N.D.G.A. An- 
tioxidant. Of special interest to canners 
will be several new canned items, as well 
as new seasoning blends developed dur- 
ing the past year. 

The following individuals will be on 
hand to welcome you to the Booth: 

W. B. Durling, President; C. A. Wood, 
Manager, Oakland Branch; A. Fonyo, 
Vice President; K. Koepke, Advertising 
Manager; E. Schoenfeld, Manager, Prod- 
uct Application; T. Lind, D. Nay, P. 
Jones, I. Zeiler, S. Hutchison, H. A. 
Hughes, G. Foster, Sales Representatives. 


STECHER-TRAUNCG ............... BOOTH A-22 


Those Canners who saw the unique 
Domestic Science Booth illustrating one 
of the many services of Stecher-Traung 
Lithograph Corporation at Atlantic City 
last year and who participated in testing 
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the recipes of Jean McDougall Page, 
their Domestic Science Consultant, will 
be particularly interested in seeing the 
1950 booth depicting further services 
which this large label manufacturer ren- 
ders the Canning Trade. This year the 
decorative effect being constructed by 
Atlantic City Decorators under the di- 
rection of Mr. Armond Perella will note 
a complete “change of pace’. 


Attending the convention and repre- 
senting Stecher-Traung will be Mr. Hal 


Robins Mushroom Chopper 


W. Johnston, Executive Vice-President 
and Director of Sales; Mr. Leo P. Blank, 
Manager, San Francisco Sales Division; 
Mr. W. Bayard McCoy, Manager, Roches- 
ter Sales Division; Mr. Walter A. Stew- 
art, Manager Mid-Western Sales Divi- 
sion, Chicago. 

Stecher-Traung quarters this year will 
be in the Penthouse at the Claridge 
Hotel opening Sunday evening, January 
22nd, and continuing throughout the 
general sessions. A cordial welcome is 
extended to all the customers and friends 
of Stecher-Traung Lithograph Corpora- 
tion to visit Claridge Hotel headquarters 
or booth space at the Canning Machinery 
& Supplies Exhibition. 


TAGLIABUE, Cy J. BOOTH C-16 


TAG’s display will feature the Fully- 
Automatic Retort Timing Controller. 
The demonstration will be designed to 
show canners how they can obtain fully- 
automatic processing control with this 
instrument, in connection with any pres- 
ent installation of air-operated, semi- 
automatic equipment. A complete TAG 
system for automatic retort control, em- 
ploying the timing controller, together 
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with an indicating and a recording con- 
troller in operation, will illustrate the 
application. 

Another element of the display will be 
devoted to representative items from the 
composite line of Weston-TAG “indus- 
trial” type thermometers. Examples: 
Weston .. . Electrical Resistance Ther- 
mometer, for remote temperature indica- 
tion . . . Bi-Metal Thermometer TAG 
. . Mercury-in-Glass Thermometer... 
Dial -Indicating Thermometer. These 
complementary lines cover virtually all 
ranges and applications in canning pro- 
cesses. 

Canners will also see a selection of 
Etched-Stem glass laboratory thermom- 
eters in their new package, which TAG 
introduced to industry last fall. The 
package is characterized by a unique in- 
sert and spacing retainer which permits 
multiple packaging of thermometers and 
eliminates individual wrapping while re- 
ducing breakage. 

The remainder of the exhibit will com- 
prise instruments from TAG’s compre- 
hensive line for canners and canning 
machinery equipment manufacturers: 
Indicating and Recording Temperature 
and Pressure Controllers; “CELEC- 
TRAY” Indicating, Recording and Con- 
trolling Pyrometers utilizing either re- 
sistance bulbs or thermocouples; Self- 
and-Steam-Operated Controllers; minia- 
ture, portable Recording Thermometers. 

In attendance at TAG’s Booth will be: 
A. H. Lamb, Vice-President; A. G. 
Koenig, Gen. Sales Mgr.; E. T. Oettin- 
ger, F. Willigan, D. Warren, W. Friend, 
P. F. K. Erbguth, E. R. Kebbon, E. F. 
Adams, R. E. Lewjs. 


TAYLOR INSTRUMENT ........ BOOTH C-14 


Taylor will display the following qual- 
ity Control Equipment: 

Transaire—Taylor’s new force-balance 
temperature transmitter with a speed of 
response to changing temperature never 
before thought possible; An animated 
flow sheet pointing up the places where 
you can profitably use instrumentation; 
A retort control panel with time and 
temperature venting according to latest 
NCA recommendations; A working den- 
sity control system; The latest in Jam 
and Jelly kettle control; Industrial and 
dial thermometers, etched stem thermom- 
eters, and hydrometers. 

The following personnel will be in at- 
tendance for consultation: F. S. Ward, 
E. J. Hanna, R. E. Clarridge, A. J. Fleig, 
A. J. Lintz, N. C. Schmid, W. W. Lock- 
wood. All representatives will stay at 
the Madison Hotel. 


UNION BAG & PAPER............ BOOTH B-37 


At a quick glance one corrugated con- 
tainer is as much like another as two 
peas in a pod... and the same goes for 
tin cans. This trend toward uniformity 
in both containers and cans, as well as 
its resulting advantages, serves as the 


January 16, 1950 


a 


NATIONAL CANNED CORN 
CUTTING BEE 


“The Industry’s Get-together” 


Eighty per cent of country’s canned corn production . . . fourteen states . . . represented. 
White and yellow varieties . . . old-type and Cremogenized cream style . . . whole kernel brine 


and vacuum . . . many in No. 10 containers. All samples supplied by producers. 
Cut side-by-side . . . full label information . . . properlighting . . . sanitary 
conditions for tasting . . . qualified attendants. 


Special feature: The NEW cream corn product . . . freely predicted 
may double institutional consumption of canned corn. 


Largest in fifteen years . . . between 500 and 1000 cans cut daily . . . from 175 to 200 
open at all times. Whenever exhibition hall open . . . immediately to le{t on entering 


FOR BUYERS OF CANNED CORN 


Tells what is where . . . leading to more profit - 


FOR SELLERS OF CANNED CORN 


A guide to increased volume 


FOR PRODUCERS OF CANNED CORN 


Outlines the way to safety and security 


The most informative assemblage of invaluable information on canned 
corn in the industry’s history 


i aaa to be brought up to date on industry’s progress, and to review broad 
cross-section of last season’s efforts 


Will exert a profound influence on the future course of all 


Alone justifies attendance at the Atlantic City Convention 
| The Corn Canners’ Meeting Place 


Space and facilities contributed as an industry service by 


The United Company Jue Road Westminster, Maryland 
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A PREVIEW OF THE EXHIBITS— (Continued) 


basis for Union Bag & Paper Corpora- 
tion’s exhibit. 

By means of an animated colored slide 
Sequence, Union’s exhibit will dramatize 
the necessity of corrugated container 
uniformity and show how it is achieved. 
In addition, a number of well-known 
canned products which were actually 
shipped in Union containers will be dis- 
played alongside a map of the United 
States. The map will indicate where 
each box was shipped and a placard 
above the box will show the names of the 
cities and method of shipment. Although 
the containers will all show signs of 
wear, they bear out Union’s claim—uni- 
form containers arrive in uniformly good 
condition. 

Rounding out the display, will be a 
group of containers carrying well-known 
brand names. These were chosen on a 
basis of variety in can size and content. 


UNITED CO., BOOTH B-1 


This year the National Canned Corn 
Cutting Bee has been so expanded that 
the interesting and entertaining movies 
usually shown by this firm have had to 
be abandoned. President Ralph Cover 
has announced that 80 per cent of the 
country’s canned production will be rep- 
resented. The Cutting Bee will include 
white and yellow varieties, old type and 
Cremogenized cream style; whole kernel, 
brine and vacuum; many of them in No. 
10 containers. All samples will have 
been supplied by producers and will be 
cut side by side and identified. Any one 
interested in corn can hardly afford not 
to take part in this always interesting 
and helpful Cutting Bee. As is their 
usual custom, Mrs. Ralph “Toots” Cover, 
will preside. 

A feature of this exhibit will be the 
commercial products obtained through 
the utilization of the sterilizing method 
announced a year ago — “Cremogevac.” 
A new machine has been developed to 
bring the stratified components into the 
can together after processing has been 
completed. Known as the “Can Shaker”, 
it is adaptable to all sizes of cans from 
No. 1 to No. 10 by simple adjustment . 

TUC Huskers, Cutters, Silkers, Flota- 
tion Washers, Rod Shaker, Double Trim- 
mer, Automatic Knife Sharpener, and 
the TUC Cremogenizing Unit, and other 
accessory equipment, will be shown. 

Mr. Ralph Cover, Paul Cover, Earle 
Truehart, Ruskin B. Warren, Axel An- 
derson, Gilbert Ebaugh, Robert Fridin- 
ger and Dr. Olin Ball, will be in atten- 
dance for consultation in addition to Mrs. 
Cover. 


U. S. PRTG. & LITHO. .......... BOOTH E-25 
All the way down the end of aisle E, 


at the foot of the stage, in the same lo- 
cation as in the past several years, can- 
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ners with label problems will find a corps 
of experts fully prepared and capable of 
offering the solution. U. S. specializes 
in full-color eye-appealing labels that 
attract the housewife to your product. 

The following personnel will be pleased 
to discuss your problems with you: W. H. 
Walters, J. S. Bond, Gerald Murphy, A. 
S. Nusbaum, John Lambie, Karl Oelke, 
George Baker, Joe Molitor, Ben Cake and 
Howard Minnich. 


URSCHEL LABORATORIEG....... BOOTH A-6 


Joe Urschel will head a group of rep- 
resentatives of this firm that manufac- 
tures a full line of cutting equipment for 
all products, and to consult and advise 
with you in the solving of any of your 
cutting requirements. 


WARNER, LANSING B. .......... BOOTH B-3 


Although the figures are not available 
at press time, we have been advised by 
this company that savings should come 
up to the usual high standard. ‘We can 
say that we have had a good year”, ad- 
vises E. H. Meyer of the firm. And while 
we do not have the savings figure at this 
time, it will be available by convention. 
Friends and customers are cordially in- 
vited to stop in and shake the hands of 
these popular representatives and at the 
same time obtain the savings figure. Can- 
ners not familiar with the policies of this 
company, if there be such canners, are 
also invited to discuss their insurance 
problems. These gentlemen know their 
business and that knowledge is annually 
reflected in the savings figure. 

President John Eliot Warner, Vice- 
Presidents N. H. Tobey and M. R. 
Feeney from the executive staff, will be 
there to greet you. They will be assisted 
by Messrs. J. W. Shook, M. R. Eddy, 
G. F. Binder, Emil Werner, J. A. Witt, 
R. R. Ludwig and N, C. Barnard. 


WHITE CAP COMPANY.......... BOOTH E-4 


This company will exhibit closures of 
their manufacture and the White vacu- 
um sealing machine. Representatives in 
attendance will be: R. B. Anderson, W. 
E. Carroll, J. C. Damler, J. S. Dame, 
L. E. Dayies, F. E. Dougherty, E. H. 
Farrell, G, J. Foss, Mrs. Malcolm Focht, 
C. P. Kolstedt, A. D. King, G. M. Mur- 
ray, H. W. Ohlhaver, R. L. Plunkett, 
C. S. Roberts, F. R. Rebek, J. C. Swift, 
H. T. Stockholm, G. P. White, and P. 
0’C. White. 


Woodruff is a name known well in the 
seed line; known and respected for 
quality and dependability. Although we 
have not been notified, undoubtedly Mr. 
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Harold F. Woodruff, Mr. George R. 
Beecher, from the home office, and Mr. 
Don Taylor from Toledo, and Walter 
Silkworth from Bridgeton, as well as 
other representatives, will be on hand to 
consult with you. Usually prices are 
available by convention time. Stop in 
then and find out the price. Find out 
also the latest developments in Vege- 
table Seeds. 


YALE & BOOTH C-7 


The Philadelphia Division of The Yale 
& Towne Manufacturing Company will 
demonstrate modern Canning Industry 
applications of Gas Trucks, Electric 
Worksavers, Hand and Electric Hoists 
and Platform Scales. 


In addition to actual product demon- 
strations, the Yale booth will have a 
background of illuminated transparen- 
cies showing different time and money 
saving applications of materials handling 
equipment to canning operations. 

The Gas Truck and Worksaver demon- 
strations will include handling pallet 
loads of cartons of canned goods and a 
new system for bulk handling of such 
commodities as sugar and flour. Appli- 
cation of a Yale & Towne dial type plat- 
form scale to the flow of materials in 
typical canning operations will be shown 
in conjunction with the Gas Truck and 
Worksaver demonstration. 

The hoist demonstration will include 
the handling of a canning basket. This 
operation is similar to the one illustrated. 


An additional scale demonstration will 
include operation of the Yale & Towne 
Weight printer. This device automati- 
cally prints weights, in duplicate if re- 
quired, on whatever forms a given com- 
pany may be using. 


SPINACH ACREAGE 


Spinach processors in California and 
Texas are planning a reduction in acre- 
age for canning and freezing in 1950 of 
about 19 per cent from 1949 and 7 per 
cent from the 1939-48 average, according 
to the U. S. Bureau of Agricultural Eco- 
nomics. A total of 13,340 acres is in- 
tended for 1950 in these two States, 
which compares with 16,550 acres 
planted in 1949 and an average of 14,400 
acres for the 1939-48 period. 

The acreage intended for California 
is 14 per cent less than the 1949 plant- 
ings of 8,550 acres and 22 per cent less 
than average. In Texas, the spinach 
acreage to be used this year for process- 
ing probably will be 25 per cent less than 
the 1949 acreage but 21 per cent above 
average. 

Development of the spinach crop in 
California has been slowed down by ccol 
weather. Mold and white rust are in- 
flicting some damage to the Texas crop. 
Some tonnage is being processed in tie 
Lower Valley. 
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GAIR 


CORRUGATED SHIPPING 
CONTAINERS 


Solid Fibre Domestic 
and Weatherproof Export 
Shipping Containers 


ROBERT GAIR COMPANY, Inc. 


155 E. 44th STREET ¢ NEW YORK 17, N. Y. | 
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MECHANIZED 


me @ 


The manual handling of 
_ cans from the closing ma- 

=y chine to the warehouse was 
i good enough for Grandfather, 
but it isn’t in today’s highly 
competitive market. That’s 
why the new BERLIN 
CHAPMAN Bott Retort 
Loader Unloader is causing 
such widespread interest in 
the canning industry. .. itis 
the first real answerto a 
mechanized cookroom. 


LOADER 

DA LER 
* CAN HANDLING 
* COOKING TIME 
* COOLING TIME 
* CAN DAMAGE 


* CONTAMINATION 


* CAN STORAGE 
SPACE 


* MANPOWER 
* DOLLARS 


Visit our Booth at Atlantic 
City--and see this machine 


BERLIN CHAPMAN CO, 
an 
co 
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SUGGESTED SOLUTIONS 
THE CANNERS SALES PROBLEM 


The following article by Mr. Jaeger was delivered with accompanying slides 
at the Wisconsin Canners Convention. Because it so aptly presents the Can- 
ner’s sales problem and lays the groundwork for successful solution and be- 
cause the editors of THE CANNING TRADE believe this the No. 1 considera- 
tion for 1950, it has been saved for this all important (pre-planning) conven- 
tion issue. Being larger than an average issue, space is afforded for further 
discussions by such experts as Mr. Rogers and Mr. Marcellus. Mr. Jaeger’s 
address has been altered only slightly to make it somewhat more readable with- 
out the slides, and to include the proposed 1950 commodity promotions, which 
are subject to change of course—depending on particular circumstances. 


The Mrs. Goes A’ Shopping 


By HAROLD H. JAEGER 


Director, Marketing Bureau, 
Can Manufacturers Institute 


THE PROBLEM: 


In any business discussion having to 
do with the distribution, merchandising 
and sale of canned foods, the American 
housewife, whether visible or not, should 
be the real or spiritual influence on 
everything the grocery manufacturer 
does from the time he turns his machin- 
ery on in the morning until the last 
whistle blows at night. For it’s out of 
the pocketbooks of the composite Mrs. of 
America that the dollars flow which are 
the life blood of yours and every other 
element of the food industry. It is my 
object this afternoon to try to paint a 
brief but I hope enlightening picture of 
what is happening to those dollars, par- 
ticularly in relation to the canning in- 
dustry. 


Frankly, when we first started study- 
ing the subject of “The Mrs. Goes A’ 
Shopping”, to see what we could find 
that could directly relate consumer 
spending back to what we and you could 
do about it in our mutual interest, we 
found a very depressing picture. 


And while we intend to show you this 
depressing picture so that you can share 
some of the agonies we felt, we do want 
you to know that there can be a happy 
side to the picture, too. Whatever may 
be your despair after the next few min- 
utes ... there is hope. 

Possibly the simplest and clearest way 
to present our subject is to take you 
step by step through our own back- 
ground data, just as we developed it. 

First let’s analyze the modern grocery 
store. Generally self-service and pretty 
generally classified as a supermarket, if 
anyone knows exactly what that means. 
The point is, it is the type of store in 
terms of traffic and volume, which while 
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it represents only 20 per cent of the 
grocery stores in the country, in the 
aggregate accounts for 80 per cent of 
your volume of business. 


First, let’s go inside the store and look 
around. It’s no news to you that this 
outlet carries over 2,000 grocery items, 
plus meats, fresh fruits and vegetables, 
frozen foods, baked goods, candy, house- 
hold supplies, soaps, paper products, 
— drugs, and goodness knows what 
else! 


SMALLER PERCENTAGE FOR 
CANNERS 


In stores like this, plus all the rest, 
including the Moms and Pops, you sold 
your share of a gross volume of 665 
million dollars worth of canned vege- 
tables in 1948. Your percentage of the 
total food store sales was 2.66. That, 
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as a matter of information, makes total 
U. S. food sales about 31 billion dollars 
for the past year. 

But here’s one of our first significant 
highlights on what these figures mean 
to all of us. Canned vegetable sales in- 
creased in volume ’48 over ’47 by some 
17 million dollars. But, they dropped in 
percentage of total food store sales from 
2.79 to 2.66 per cent. What this means, 
as I’m sure you see, is that in relation 
to the consumer dollar that’s available 
to everybody with a food product to sell, 
we have not done as well for ourselves 
as many other segments of the food in- 
dustry. With more consumer dollars in 
circulation (there has been, as you know, 
a steady increase in per capita income 
since 1946 and more people earning in- 
comes) there was more money spent on 
food during the past year than ever be- 
fore. 

You’d assume therefore that we'd 
automatically get our share of those 
extra food dollars. But we didn’t do 
that. We got less. 


LARGER SHARE FOR 
COMPETITION 


By the same token there were a lot of 
manufacturers who can look happily and 
pridefully today at impressive and, 
what’s more important, profitable in- 
creases. 

Let’s take a look at some of the com- 
modities they are marketing right along- 
side ours in food stores. 

Here’s frozen meat with a 101 per 
cent increase in grocery store sales in 
1948 over 1947. 

Auto wax with 65 per cent—clean- 
ing tissues—43 per cent. Detergents 
23 per cent. Toilet soap 35 per cent. 
Old war horse of the grocery busi- 
ness soap flakes 10 per cent and our 
direct competitor frozen vegetables 
35 per cent. 

They make us take a back seat, 
don’t they? They make our 17 million 
dollar increase look pretty insignificant. 
And we look especially bad when we 
consider that many of these items— 
paper products, soaps, and detergents 
show the grocer a substantially smaller 
unit profit, without greater turnover, 
than do canned foods! Remember that 
canned foods give the grocer a better 
break profit-wise than do more than half 
of the 2,000 odd products he carries in 
stock! 


SHELF SPACE 


Maybe you think that’s argument 
enough to convince our friend the re- 
tailer that he should keep pushing our 
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THE CANNERS’ SALES PROBLEM—Continued 


product. Maybe you think he’ll at least 
give us an even chance with other items 
—at any rate see to it that our relative 
position in the store is maintained. It’s 
logical—and so thinking, we should as- 
sume that because of the importance of 
product visibility in a store, and holding 
shelf position year in and year out, we 
can’t help but get our share of business. 
But it just isn’t so! We’ve already been 
shown that we are not holding our posi- 
tion saleswise. 

And here’s what has happened right 
under our noses. Back in 1930 in service 
stores roughly 75 per cent of shelf spaces 
was devoted to canned foods. No shop- 
per could walk into a store without being 
smacked in the face by vast arrays of 
canned foods. That was nice. But let’s 
look at what’s taken place since 1930. 

Today, approximately 15 per cent of 
food market shelf space is devoted to 
canned foods. We’ve lost 80 per cent of 
our representation. 

What’s more, look who’s taking over— 

Sure, grocery outlets are larger — 
there are lots of new products on the 
market. But does that excuse our loss 
of position in such an exorbitant ratio? 

NO SIR! 

And particularly should it be a matter 
of concern to analyze those commodities 
in terms of merchandising. I think you 
can safely say that all of them are the 
result of aggressive, highly competitive, 
hard-hitting merchandising and promo- 
tion policies. 

The particularly distressing fact that 
confronts us as we analyze the products 
responsible for the principal inroads on 
our position is the outstanding perform- 
ance of one industry we must consider 
as primary competition. We might ra- 
tionalize the fact that while soap—candy 
—baked goods—meat—all do compete 
for the consumer dollar, they’re not 
actually our direct antagonists. They 
aren’t in the canned foods business. So 
they’ll never really put us out of busi- 
ness. 


THE INROADS OF FROZEN FOODS 


But let’s just take one look at any in- 
dustry that not only can... but is show- 
ing the food business that if it can it 
will. I’m talking, obviously, of frozen 
foods. 


Remember that list of products show- 
ing sales increases? Remember frozen 
meat... A 101 per cent increase in store 
sales over 1947! And remember frozen 
vegetables? a 35 per cent increase! 

And remember canned vegetables? A 
loss. 

Not much of a loss it’s true, but when 
you consider that sales increases in 
frozen foods are not only a matter of 
growing consumer appreciation of the 
product, but must be gained to a great 
cxtent at the price of expensive equip- 
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ment, and despite the consumer cost of 
the merchandise. And all we have to do 
by comparison is deliver our merchan- 
dise in its handy, protective, convenient, 


. inexpensive containers to shelves already 


waiting for it. 


Here’s the frozen food story. Frozen 
foods are grabbing at dollars by grab- 
bing floor space first. 

In 1948 frozen foods were available in 
79,165 retail outlets. In 1949 the num- 
ber of stores has increased to 95,000—a 
jump of 20 per cent. 


In 1949 people were buying 55 per cent 
more frozen foods out of only 20 per cent 
more equipment. Sales moved to 575 
millions of dollars in 1949 from only 370 
million dollars in 1948. 


This, to us, is a clear cut indication 
of a powerful trend, one that we can sit 
still and take on the chin, along with all 
the other encroachments we’ve already 
outlined, or one that we can meet now 
before it’s too late—before our direct 
competition in frozen foods really gets 
rolling. 

Here’s our market. 

$6,002,347,000 

We have 14 per cent of it, according 
to 1948 figures. 

Frozen vegetables in 1948 had only 
3 per cent of it. But they’re already 
doing better than 20 per cent of our vol- 
ume—up from nowhere. But as this big 
pie shows, there’s a lot of room for us 
to go places too. With frozen vegetables 
at 3 per cent of the market, dried vege- 
tables at 3 per cent, we are 14 percent, 
that still leaves 78 per cent of the total 
market in fresh vegetables. 


Brochures like these outline each monthly consumer education campaign sponsored by 


the Can Manufacturers Institute. 
the canned corn campaign in November. 


The open brochure in the center was produced for 
A copy of each campaign brochure goes to 


every packer of the product involved, and added copies are available for canners to 
distribute to their sales force and brokers. : 
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THE CANNERS’ SALES PROBLEM—Continued 


Can’t you see those fresh vegetables 
just waiting to be put into cans—over 
4 billion consumer dollars worth of 
them—? Yes sir, there’s an awful lot 
of opportunity to dig into that big juicy 
green pile— provided that we devise 
ways and means to energize ourselves 
into doing an increasing amount of con- 
sistent selling and merchandising, a de- 
creasing amount of trusting to somebody 
else to do the digging! 


CONSUMER SHOPPING HABITS 


Now let’s get down to business. We’ll 
look first at Mrs. Consumer. As we’ve 
said before, she’s the source of your dol- 
lars. She’s the object of every idea the 
retailer has about selling goods—where 
he puts them in his store, how he prices 
them, how he pushes them. And the pic- 
ture of Mrs. America, at least as a food 
shopper, is a very discouraging thing to 
look at. For example, I’ll bet the major- 
ity of us visualize the modern shopper as 
a trim, efficient, little woman with a nice, 
organized shopping list—her meals all 
planned, her budget all arranged—going 
briskly from shelf to shelf, department, 
to department, to the check-out counter, 
and so on home. 

Obviously, no such paragon exists. 
Take a look at this bit of data—and the 
next time the little woman tells you 
about how much time she spends on meal 
planning stare her down. 

76 per cent of all women shoppers 
carry no shopping list at all! That’s a 
figure turned up by a Progressive Grocer 
magazine survey among women shop- 
pers in over 2,000 grocery stores coast to 
coast. 

This means that 3 out of every 4 
women come to the grocery stores hoping 
to get meal and menu ideas from the 
foods that are visible and available. 
They’re wide open the minute they come 
into a grocery store. They are strictly 
impulse buyers. But what about the bal- 
ance of our women shoppers? Naturally 
they have shopping lists, of a kind at 
least ... But even these “planners” pur- 
chase impulse items in four out of five 
visits to the grocery store. To point out 
what I mean, let’s look at some of these 
shopping lists . . . out of thousands of 
lists recently checked, only one out of 
five items was listed by brand, or, if you 
look at this example, by type. What 
does she mean—“vegetables’, canned, 
fresh or frozen? Friends, right there is 
where one element of product selling can 
ring the cash register for you. That’s 
product visibility. For only when she 
sees the product can she buy it. And 
haven’t we just said she’s counting on the 
availability of that product on the 
shelves, before her eyes, to actually tell 
her what to buy? 
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RETAILER’S ATTITUDE ALL 
IMPORTANT 


Now what does this mean to you in 
terms of moving your own merchandise 
into consumer hands—so it’s off the deal- 
er’s books and he’s ready to buy more? 
You can’t expect to have a personal rep- 
resentative or even a sales force, con- 
stantly policing the retail trade to insure 
product visibility for you. And it’s a 
sure bet that if your product isn’t in 
sight it won’t be bought. 

Well, first of all you'll surely solicit 
the help of the most obvious representa- 
tive of your interest. The grocer him- 
self. You and 2,000 other guys! What 
a job! 

But, discouraging as the prospect is, 
there no ducking him. Unless he’ll do 
something for you, and with reasonable 
regularity, you’re a gone goose. And for 
the record let me say right now that I’m 
not distinguishing between advertised 
and non-advertised brands. They’re in 
the same boat. Let me illustrate: 

In a recent survey in Milwaukee, out 
of a total of 129 different brands of peas 
in store stocks in a group of sample out- 
lets, seven were nationally advertised 
brands. And of these seven, only three 
were even on the shelves—much less dis- 
played prominently. 

So, in addition to the vagaries of the 
female shopper, we’ve got to buck the 
tremendous preoccupation of the guy 
who runs the store—that and the enor- 
mous amount of competition by the slug- 
ging aggressive merchandising efforts of 
those other commodity manufacturers. 
Let’s be specific: How can we directly 
evaluate the importance of the grocer 
himself in influencing any given prod- 
uct’s retail sales? Studies made by trade 
authorities tell us that 60 per cent of the 
success of any given item in a retail 
store is attributable directly to the grocer 
himself, in terms of how he displays your 
merchandise—Does he think it has “qual- 
ity’—“‘value”—“profit margin”—“turn- 
over’”’—“consumer acceptance”’. 

Will he recommend it, not only by 
word of mouth, but in terms of its vis- 
ibility in his store, and on his shelves. 
Yes, here indeed is an element in your 
whole sales pattern that must be worked 
on if you are to withstand the big 
squeeze on canned foods in their fight for 
space in the retail store. 

As an example of what actually can 
be accomplished if the grocer is sold on a 
product, I’d like to cite one typical in- 
stance that came out of some recent in- 
vestigations here in the East. 

In Westport, Conn., Store “A” with 
sales of $200,000 annually sold 8 cases 
of cake mix during the same period of 
a promotion that Store “B” in a better 
location — doing $300,000 annually — 
moved only 3% cases. The attitude of 
the smaller store owner, his interest in 
the product, his willingess to give it bet- 
ter position and more push, was entirely 
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accountable for more than 100 per cent 
in additional sales. 

So there you have what I hope is a 
realistic picture of the odds we’ve got to 
battle to sell our wares in today’s mar- 
ket places. 

Now we think we’re about at the stage 
where we’d better talk about doing some- 
thing pretty quick about consistent pro- 
motion of canned foods. We’re still in 
business; we’re enjoying profits. But we 
have only to look back at what other in- 
dustries are doing with the consumer 
dollar to realize that to permit compla- 
cency to rule is to be living in a fool’s 
paradise. 


SOLUTION NO. 1 


THE CMI PROGRAM 


So the question we’d like to pose now 
“Where do we go from here?” If the 
answer lies in the adoption of vigorous 
promotion policies—and we firmly be- 
lieve it does—then how, under the cir- 
cumstances that are reasonably within 
our scope, can we really and sincerely 
start the ball rolling—not by lip service, 
and an attitude of “let someone else do 
it”’—but by starting with a few simple, 
realistic and proven techniques that can 
be broadened and made more effective as 
we go along. 


Now I don’t mean to infer that a sub- 
stantial and effective amount of work 
isn’t already being done along some lines. 
To prove this point, I’d like to demon- 
strate some of this work to you—show 
you how effective and resultful it has 
been—and point out what you can do to 
expand its effects. 


First, to make sure that you all com- 
pletely understand the position of the 
Can Manufacturers Institute in terms of 
canned food promotion, I’d like to outline 
typical examples of the work we do in 
conjunction with your own promotional 
activities and efforts. 


We conduct, as many of you know al- 
ready, 12 major commodity campaigns 
per year in favor of various canned 
foods. Incidentally, these products are 
forerunners of campaigns to come. We 
will attempt to cover others in the future 
but we had to start somewhere. Bro- 
chures are put out in support of these 
promotions. Sent to every processor of the 
particular commodity. These brochures 
outline the extent of our consumer mes- 
sages in support of his product in na- 
tional magazines—newspapers—Sunday 
supplements—radio—and special profes- 
sional and industrial publications. 

We’ve worked hard this past year to 
get our program activities really soundly 
established, and now are at the point 
where our work is sufficiently far in ad- 
vance so that our material will be in the 
hands of canners at least 60 days ahead; 
so that it will be possible for each and 
every one of you to plan tie-in activities 
in plenty of time. 
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THE CANNERS’ SALES PROBLEM—Continued 


CANNED PRODUCT PROMOTIONS 
FOR 1950 


January—Tomatoes 
February—Sauerkraut, Red Cherries 
March—Fish 

April—Corn 

May—Fruit Cocktail 

June—Meat, Apples and Applesauce 
July—Citrus 

August—Soup 

September—Peas 

October—Baked Beans 
November—Peaches, Cranberries 
December—Milk 


SPECIFIC ELEMENTS OF A 
PROMOTION 


But let’s look for a moment at the spe- 
cific elements and mediums that go into 
these commodity promotions, to help ex- 
plain what we mean by tie-ins. I’ve 
chosen for demonstration a piece of work 
which I hope will illustrate my point. 
That’s the job that was carried on so 
well by the Canned Pea Association, and 
with which we were privileged to play 
a part. 


THE PRESS 


First, here’s how we handle newspaper 
promotion. To date—and all the returns 
aren’t in yet—we know that newspapers 
in excess of 90,600,000 circulation have 
carried some part of our canned pea 
stories this fall—in terms of news fea- 
tures—photo stories—recipes—menus— 
and general information. 

Influential magazines, with a combined 
circulation over 8,500,000 carried major 
food articles dealing with canned peas. 
They contain appetite appeal, menus and 
recipes—all of them tested and proven— 
and our stories are full of propaganda to 
buy in plentiful supply—stock pantry 
shelves. 

Sunday supplements are particularly 
important mediums in that their reader- 
ship is unusually high, and it’s the 
leisurely, thorough “stay-at-home” type. 
Here, too, you’ll find that supplement ar- 
ticles of this kind are extensively used as 
cook-book and menu scrap-book material. 
So we load them with mouth-watering 
photography, and tempting recipes and 
menus to be cut out and saved. 


5 days a week, in some cases more than 
once a day, are hungry for material— 
they actually look to us to supply them— 
to take some of that terrible daily re- 
sponsibility off their shoulders to develop 
material of interest to housewives. 

But beyond that, we offer to radio sta- 
tions a further and much more dramatic 
feature—Mrs. Harriet Sabine, who regu- 
larly appears as a guest on women’s pro- 
grams all over the country. 

But just as important in Mrs. Sabine’s 
work is the amount of effort that she 


puts in on editors and broadcasters in 
terms of her personal selling of our ma- 
terial. After personal visits by Mrs. 
Sabine, newspapers, magazines and radio 
station personnel are much more aware 
of our material because it has been prop- 
erly interpreted to them. 


COMMODITY GROUP EFFORT 


I’ve tried to be brief in outlining our 
work, but I’ve been purposely brief, be- 
cause I want to spend more time on the 
aspects of promotion with which some 
of you, and other canners all over the 
country, are familiar through actual 
participation. For I believe implicitly 
that our activities are a hundredfold 


Any “Bottle Necks” in your Plant? 


In almost every canning plant one or more machines hold back the entire pro- 


duction line, limiting output and keeping costs too high. 


There is only one answer. 


Replacing these slow-operating inefficient machines with new, modern, thoroughly 
time-tested and proven Langsenkamp units will step up production and improve the 


quality of the product, far out of proportion to the cost. 


Write for Catalog 48, or 


visit our booth E-6 at the Canner’s Show, for complete information. 


Indiana Chile 


Sauce Machine 


Indiana Paddle 
Finisher 


The Indiana Chile Sauce Machine shown at 
left, is the industry's finest. 
whole, un-peeled tomato for improved flavor 
and greater volume in product and seed. 
Thoroughly sanitary, acid-resisting construc- 


It utilizes the 


Indiana Colossal Finisher 


The Indiana Paddle Finisher, above, has a capacity of 30 to 40 gallons a minute, 
while the Colossal Finisher at right has a capacity of 50 to 75 gallons per minute. 
The construction is the same, both being equipped with paddles adjustable for 
lead and clearance—all parts coming in contact with product made of corrosion- 
resisting bronze, or stainless steel. _ Thoroughly sanitary. Highest output. Low 


RADIO 


And now for radio! Believe it or not, 
ve’re developing an actual radio net- 
work of our own. 


First, we have set 
ip exclusive franchise arrangements 
vith 865 radio broadcasting commenta- 
ors on women’s programs to be regu- 
arly serviced with our two air features 
—Kitchen Air and Timely Talks. The 
daytime maximum audience of these sta- 
ions is over 13,000,000. The broad- 
casters, with programs to put on the air 
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power consumption. 


F. H. LANGSENKAMP COMPANY 


in the Canning Plant” 


227-229 East South St. « INDIANAPOLIS 4, IND. 
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THE CANNERS’ SALES PROBLEM—Continued 


more effective when you people find the 
means in time, energy, money, imagina- 
tion, and guts to take advantage of them. 

I’ll outline only one example of what 
I mean. Many of you here are familiar 
with the story—but it won’t hurt anyone 
to hear it again—and many times over! 
It’s the story of what the Canned Pea 
Association has accomplished within the 
past year and a half. To me it’s a story 
of one of the most outstanding promo- 
tion and merchandising jobs I’ve ever 
encountered, much less participated in. 

And I’d like to point out here and now 
that if we all will make efforts of this 
kind not only on peas, but in other fields, 
or in behalf of other commodities—in- 
dividually or as groups—we can erase 
that black picture from our minds. We'll 
achieve visibility in the retail store that 
will be comparable with that of any 
other commodity or product in the gro- 
cery field. 

First here is an illustration of Can- 
ned Pea Association point of sale... 
which commanded outstanding visibility 
in retail outlets everywhere—commanded 
mass displays of canned peas in tens of 
thousands of grocery stores throughout 
the country. 

Over 2,000,000 individual pieces of the 
following point of sale materials told the 
canned pea story to countless millions of 
housewives shopping in their local 
stores— 

a) adhesive shelf strips 

b) newspaper ad reprints 

c) window and wall posters 

d) large full color posters 

e) wrap-around mass display 
posters 

f) graphically illustrated merchan- 
dising manuals 

Plus a fantastic amount of co-opera- 
tive merchandising effort produced and 
paid for by IGA, Clover Farms, NROG, 
Kroeger, National Tea, A & P, and 
many, many others. 

And at the same time, over 20,000 re- 
tail outlets of chains, voluntary groups 
and cooperatives prepared and paid for 
their own point of sale material as well. 

Besides all this you couldn’t begin to 
count up the bulk of bulletins and letters 
sent with frequency to retailers and 
wholesalers, both by the Canned Pea As- 
sociation and by cooperating organiza- 
tions, to stimulate retail merchandising 
activity —to gain visibility for their 
product in competition with all the other 
2,000 products that range alongside it 
fighting for attention. 

So what happened? 

In last year’s promotion of canned 
peas—the foregoing promotion package, 
backed by the night and day work of 
your capable merchandising staff, and 
whatever canners did as_ individuals, 
secured canned pea features in more 
than 134,000 retail outlets. 

People shopping in those stores, with 
or without lists—grocers running those 
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stores, friendly toward canned peas or 
not —couldn’t help but do something 
about canned peas because canned peas 
were brought forcibly and dramatically 
and convincingly to their attention. 

Result— 

The sale of 40 per cent more canned 
peas than had been sold in the previous 
comparable period. As to our part in 
this dramatic program—we’ll stay in the 
background. Sure, we work hard in the 
Can Manufacturers Institute to keep 
generating intensive consumer pressure 
in behalf of your products—and we'll 
continue to do it till the cows come home, 
regardless of what you do about promo- 
tion yourselves. 

But you can believe me that where you 
decide to put your energies to work, our 
contribution becomes one hundred times 
more effective and resultful in your be- 
half. Because we can tell the consumer 
about your product until doomsday. Our 
telling her pays off only when you have 
seen to it that your product is available 
to her—visible to her—at the point of 
sale. 


SOLUTION NO. 2 


A TIE-IN PROGRAM FOR THE 
INDIVIDUAL CANNER 


That’s all very well, you may say, but 
what do we do during the year between 
such promotions for smaller volume com- 
modities—and as individuals? If visi- 
bility is so important, how can we keep 
backing away at the retailer to keep 
pushing our products—anyway to give 
them relatively good shelf position if 
nothing else. 

At least those are the questions we 
think should be asked. The problem of 
people without extensive sales staffs, 
without facilities for constant retail con- 
tacts. 

Well, all right, let’s start from scratch. 
There’s plenty to do, if you'll only de- 
cide that it’s just as much your respon- 
sibility—just as vital a factor in your 
destiny as meeting your payroll. 

For if you’ll honestly face the facts, 
you'll realize that today your work is 
just beginning when that last carton 
rolls down the conveyor at the end of a 
good pack. 

So here we go with a few simple 
A B C’s. Check ’em off. Here’s how 
you can start— 

First, begin to think of ways and 
means to sell just a little more than a 
darned good product. 

Look for things to sell about yourself 
and your organization. 

Work out a simple management and 
sales planning program. Make a few 
decisions as to what you want to sell that 
you haven’t already told people about. 
It doesn’t take money. It does take ener- 
gy—imagination—and guts. 
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Bombard your broker with bulletins, 
letters, cards, and other direct mail de- 
vices. Make him aware of YOUR sales 
goals, YOUR awareness of what you 
have to sell and how to sell it! 


But don’t just stop there—call him on 
the phone—discuss mutual problems, 
plans, and programs; let him know you 
are vitally interested in his work for 
YOU. 


Milk the advantages of Western Union 
dry. Straight wires, night letters, day 
letters, group rate wires. Here is com- 
munication that gets immediate atten- 
tion. A telegraphic sales-building pro- 
gram can bring results. Your brokers 
and wholesalers will know you are ag- 
gressive, and sales-wise they will respect 
your interest, and work harder for you. 

Last, but not least, make personal 
calls. Set a schedule of personal calls 
on brokers, wholesalers, and, yes, retail- 
ers too. Get to know the men with whom 
you do business, add the personal touch 
—it pays off in increased sales and 
greater profits. 


Every single one of you, without a 
sales force and without unlimited funds, 
must multiply himself through his sales 
representation. Otherwise, as far as the 
retailer and consumer are concerned 
you’re but a small voice crying in the 
wilderness. 

As one further suggestion—and within 
your scope whoever you are—one of the 
most successful ways to multiply your- 
self to get sales results is through whole- 
saler sales meetings. 

So get started. Get yourself on whole- 
saler programs. 

Have something to say about yourself 
and your products. 

Even give the men something in their 
hands as well as a story ih their minds— 
a recipe leafle-—a calendar—a sample— 
anything! 

Build enthusiasm, good-will, respect 
and incentive to sell. 

Give sales representatives a “reason 
why” to sell—just one—about your prod- 
uct; they’ll appreciate it, for it will help 
them with retailers. Remember, you are 
shooting for that 60 per cent retailer- 
attitude sales potential. 

So make a resolution right now, to 
attend and have something to say in at 
least 3 wholesaler sales meetings during 
the next six months. Watch the visibility 
of your products begin to mount! 

For the time being let’s put it that “so 
endeth the first lesson”. We, like you, 
want to be in a vital growing business— 
for a long time. There are innumerable 
things that we can work out jointly for 
the future. As a matter of fact we’re a‘ 
work now on the “second lesson”. Bu’ 
while we do our work, you check your- 
selves on lesson number one. Get the 
house in order. Start the needling al! 
along the sales line. Build for all of u» 
through that easy simple technique I’ve 
just mentioned, a receptivity among 
brokers, wholesalers and retailers, too, to 
every promotional effort that’s still to 
come. 
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THE CANNERS’ SALES PROBLEM—Continued 


For there’s a lot more to come, we 
promise you. The Can Manufacturers 
Institute Marketing Bureau is at work 
right now on a test market merchan- 
dising operation to be conducted under 
conditions that approximate the facilities 
and resources of all canners—a program 
that we hope will make it possible to 
carry the fight for visibility into a second 
more aggressive phase in 1950. 

So get yourselves set—get your brok- 
ers and wholesalers set. We’ll work hard 


—we promise—on new ideas, new pro- 
grams, new promotion plans, so the well 
will never run dry. And meanwhile we'll 
continue to pour out the propaganda in 
favor of canned foods just as we did in 
the case of peas, are doing in the case 
of the current corn drive. 


If each of us does his part, step by 
step, year by year, seeking promotional 
opportunities instead of avoiding them, 
the result is inevitable. 


SOLUTION NO. 3 


THE INDIVIDUAL CANNER’S ROLE 


By BYRNE MARCELLUS 


Manager, Corn, Pea and Cherry 
Promotions 


It is related of Marshal Foch, General- 
issimo of the Allied armies in World 
War I, that when asked what was his 
basic philosophy with respect to the con- 
duct of war, he replied: “Attack! And 
attack!! And attack!!!” 


The Editor of “The Canning Trade” 
has asked me to follow up Hal Jaeger’s 
very excellent article with a statement 
addressed to canners and dealing with 
the question .of what the participating 
canner should do to effectively tie-in his 
own efforts and obtain maximum bene- 
fits from national cooperative and pro- 
motional programs. 

In answering the Editor’s question and 
speaking directly to canners, I might 


summarize almost as briefly as did Mar- 
shal Foch, and reply: “Get displays! Get 
displays!! And get displays!!!” 

A national promotional program joint- 
ly carried on by canners should not of 
course, at any time be regarded as a 
substitute for a distribution program by 
your company. Such a jointly conducted 
program should be recognized as a tool 
which may be effectively used by you and 
your associates in your company, by 
your brokers and by your distributors. 
But to make such a national coopera- 
tively developed program truly valuable 
to, and resultful for, your company, it 
is essential that you and your immediate 
associates in your company supply lead- 
ership and motive power to secure use 
of this tool in most successfully stimulat- 
ing distribution of merchandise packed 
in your plant. 

The head of a famous advertising 
agency who has assisted cooperating 
food processors in employing a great 
many millions of dollars in jointly con- 
ducted national programs of this charac- 
ter, has well said: “When a large num- 
ber of food processors, their brokers and 
their distributors, located across the 
country, unites in a national promotional 
program, synchronize their timing and 
utilize the same appeals and the same 
promotional techniques, they succeed in 
generating, at the point of sale a power 
for moving goods into consumption that 
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THE CANNERS’ SALES PROBLEM—Continued 


can be brought into being in practically 
no other way.” As a member participat- 
ing in such a national cooperatively de- 
veloped program, you will play an abso- 
lutely essential part in helping to gen- 
erate that great power. But in order 
to make this moving power work at any- 
thing like its best for you, a great deal 
remains to be done by you. 


GET OUT IN THE FIELD 


How can you and your associates in 
your company best exert your leader- 
ship in your individualized effort in pro- 
motional support of your product—lead- 
ership which can come only from you? 
An able leader needs to possess every 
possible bit of information he can ac- 
quire regarding the whole enterprise in 
which he will expect those under his 
leadership to follow him — information 
about the problems that they will con- 
front, the resistances that they will 
meet, and how they may successfully 
solve their problems and overcome the 
resistances. He needs to know how the 
things he expects his followers to do, 
can, in fact, be accomplished. 

In other words, if the canner is to 
effectively lead his associates in his own 
company, his broker and his distributors, 
he needs to know the distribution prob- 
lem. He also needs plenty of knowledge 
about how his competitors are distribut- 
ing their goods successfully. He can best 
saturate himself with the kind of infor- 
mation he needs by getting out and mak- 


ing first hand contact with retailers, 
with wholesalers, with brokers, with in- 
dividuals typical of all those who must 
be responsible for moving into consump- 
tion of the merchandise which he has 
packed. 

A canner can confidently produce only 
if he can count on being able to distrib- 
ute. Just as it is essential for a canner 
to have mastery of the production pro- 
cesses, so also is it essential for him to 
have intimate first-hand knowledge of 
and mastery of the distribution process. 

When the canner has this kind of back- 
ground, then he can utilize most effec- 
tively the splendid suggestions which Mr. 
Jaeger has advanced in the closing por- 
tion of his article. With that knowledge, 
the resourceful canner will be best 
equipped to most ably employ not only 
such practical ideas as Mr. Jaeger has 
suggested but also other excellent ideas 
which the canner will be almost certain 
to originate under stimulus of his prac- 
tical first-hand information. And then 
by translating these ideas into action he 
can hardly fail to— 


Get Displays! Get Displays!! 


And Get Displays!!!—in retail stores 
of the merchandise packed in his own 
plant. When that has been accomplished 
he, his immediate associates and his 
brokers will have achieved a most effec- 
tive tie-in with the national jointly-con- 
ducted promotional program in which he 
is a participant. 


SOLUTION NO. 4 


EFFECTIVE BROKER PARTICIPATION IN 
PROMOTIONAL EFFORT 


By WATSON ROGERS 


President, National Food Brokers 
Association 


As the agent of the canner, the food 
broker can aid his principal in the lat- 
ter’s promotions. This is true both in 
regard to the canner’s own activities and 
to the industry-wide promotions. The 
broker can stimulate all elements of the 
trade with whom he comes into contact 
to do the following: 


1. Stock up on the canned foods being 
promoted, so as to have sufficient 
supplies to take care of the demand 
during the promotion period. 


2. Work towards getting the maxi- 
mum number of retail outlets to 
display prominently the foods being 
promoted. 


3. Use to the best advantage the 
point - of - sale merchandising ma- 
terial prepared for the special pro- 
motion, and 
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4. Get the retail outlets to tie in their 
own advertising with that of the 
canner (or canners). 


In connection with special promotional 
material, such as point-of-sale, the food 
broker should make arrangements for its 
distribution. If possible, he should se- 
cure enough for his market area and 
distribute it to all of his wholesale buy- 
ers in quantities sufficient for them to 
pass out to their retail outlets. If this 
is not possible, the broker should either 
consolidate the orders for promotional 
material for direct shipment to the indi- 
vidual distributors, or should contact all 
of the buyers to see that they secure the 
necessary material. In any case, the 
broker must know where and how his 
distributors can get this sales ammuni- 
tion. 

The broker should sell all of his con- 
tacts on the importance and the value 
of the campaign and he should keep them 
sold. Moreover, not only should the buy- 
ers in wholesale grocery houses be con- 
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vinced of the advantage of tying in with 
the drive, but the wholesaler’s individual 
salesmen should be sold on the program. 
Brokers often attend sales meetings of 
the staffs of wholesale grocers so they 
can tell the story of their principal’s ef- 
forts to the salesmen themselves. The 
latter are the ones who contact the re- 
tailers. 


CANNERS MUST REMEMBER— 


There are several things the canner 
must keep in mind in connection with 
his promotions. First of all, he must 
remember that the broker should be 
posted well in advance of the coming 
drives. In this way, the broker can pre- 
pare for them, and he can get the buyers 
ready for them. It must be remembered 
that some orders take weeks for delivery. 
Unless the buyer has sufficient time to 
secure the extra stocks he will need for 
the promotion he will lose much of the 
advantage of it. 


In addition, the canner (or canners’ 
groups) should let the broker know 
exactly what material will be available 
for promotional use by the distributors 
so that this, too, can be ordered in time. 

Another thing the canner must know 
is just what activities he can expect 
from his food broker and what activities 
he must handle himself. The broker 
should secure and maintain the distribu- 
tion needed for the principal’s products, 
and he should secure the cooperation of 
the distributors in tying in with the 
principal’s promotions. But when it 
comes to getting the consumer to buy 
those particular products, that must be 
the work of the canner. The kind of 
job that is done by the canner is deter- 
mined by the quality that is put into 
the can, the label that encloses the can, 
the advertising and other promotions 
that are expended for the particular can- 
ned foods. Each of these elements must be 
properly executed whether the program 
consists of a single promotion, a series 
of seasonal drives, or is a continuous ef- 
fort to build consumer acceptance for a 
product or brand. 


BROKER MERCHANDISING 
SERVICE 


In any discussion of canned foods pro- 
motion it is possible for some confusion 
to arise in regard to merchandising ser- 
vice. It should be pointed out that food 
brokers do not provide retail merchandis- 
ing service as part of their regular sales 
work. Where retail service is performed 
it is an extra service, customarily requir- 
ing extra compensation. It must also be 
understood that retail merchandising 
service is not always practical, and often 
is not necessary. Perhaps the best dis- 
cussion of this appears in the book “Mer- 
chandising Service and the Food Broker” 
prepared by the NFBA Merchandising 
Committee. It reads as follows: 


“In regard to merchandising at the re- 
tail level particularly, it must be under- 


January 16, 1950 


= 


stood by the manufacturer and the 
broker alike that this type of service 
is not always essential. In some areas 
and for some products it represents 
wasted effort and expenditure. From an 
ethical standpoint, no broker should try 
to sell such a service to a principal un- 
less it is felt that the principal and his 
products need, or could benefit from such 
a service. On the other hand, where it 
is needed, and can be offered, it can 
prove very valuable.” 

In the same book, the following ap- 
pears, showing the responsibility of the 
food broker if such a service is offered: 

“Again from the point of view of 
ethics, no broker should represent to any 
of his principals or prospective princi- 
pals that he has the facilities, experi- 
ence, and the organization to perform a 
special merchandising service when such 
is not the case. Further, no broker 
should undertake a service unless he in- 
tends and is able to carry it out faithful- 
ly and efficiently. Failure to perform a 
service undertaken is a disservice to a 
principal and a discredit to the broker- 
age function. Such misrepresentation is 
a violation of the Code of Ethics of the 
National Food Brokers Association.” 

Cooperation and understanding have 
always been foundations for successful 
production and sales in the canned foods 
industry. They are as sound today as 
ever, so far as the broker and his prin- 
cipal are concerned. 


N.F.B.A. REGIONAL DIRECTORS 


The names of the newly elected 1950 
Regional Directors of the National Food 
Brokers Association have been an- 
nounced by Ralph D. Davies, Association 
National Chairman. Key officials in the 
Association’s local activities, these brok- 
ers in turn appoint Lieutenant Regional 
Directors to work with them in their re- 
spective areas. Both groups comprise 
the NFBA Field Organization of more 
than 100 food brokers, which keeps the 
Association Headquarters in constant 
contact with every market area in the 
nation. 


Representing the brokers in their own 
region, the Regional Directors are elected 
by the members. Elections are held each 
year by the NFBA in each of the twenty- 
six administrative areas that have been 
set up for the United States and Canada. 


Listed below are the members of the 
1950 NFBA Board of Regional Direc- 
tors: Region No. 1—James H. Morton, 
James H. Morton Company, Boston; 2— 
Norman L. Wilson, Norman L. Wilson 
Company, Buffalo; 3—Edwin Smithson, 
Edwin Smithson Company, New York; 
4—R. L. Fitzwater, Jr., R. L. Fitzwater 
& Sons, Philadelphia; 5—John K. Can- 
non, Wright & Cannon, Pittsburgh; 6— 
J. George Winter, W. H. Bryan & Com- 
pany, Baltimore; 7—Frank L. Gregory, 
American Brokerage Company, Inc., 
Roanoke; 8—Donnelly F. Cameron, Don- 
nelly F. Cameron Company, Inc., Char- 


lotte; 9—Granville E. Batey, Jr., Batey 
Brokerage Company, Jacksonville; 10— 
Sidney Broida, Sidney Broida & Com- 
pany, Detroit; 11—Arthur M. Jones, Ar- 
thur M. Jones, Cleveland; 12—J. T. De- 
Witt, DeWitt & Meredith, Knoxville; 13 
—R. B. Clarke, R. B. Clarke, Birming- 
ham; 14—Alvin H. Livingston, Alvin H. 
Livingston & Company, Chicago; 15— 
Oscar G. Reichardt, Jr., Reichardt Brok- 
erage Company, St. Louis; 16—Roland 
Brierre, Paul Brierre’s Sons, New Or- 
leans; 17—George Dougherty, Dougher- 
ty Vert Company, Minneapolis; 18— 
Wm. Sachse, Eldridge Brokerage Com- 
pany, Omaha; 19—Max W. Billinger, 
Meinrath Brokerage Company, Wichita; 
20—W. M. Powell, Willis Johnson & Com- 
pany, Little Rock; 21—George F. Roz- 
elle, Loveless Brokerage Company, Dal- 
las; 22—Harold Christy, Amos-Christy 
Company, Spokane; 23 — Harold M. 
Hindes, The Bancker-Nicholls Brokerage 
Co., Denver; 24—Edward T. Nelson, 
Morrill-Nelson Company, Los Angeles; 
25—R. P. Woodson, Jr., R. P. Woodson, 
Jr., Albuquerque; 26—A. J. Smale, Don- 
ald H. Bain, Ltd., Winnipeg. 


PEPPLER HEADQUARTERS 


Fred W. Peppler and Thomas F. Pep- 
pler of Fred W. Peppler & Son, Detroit, 
Michigan food brokers, will headquarter 
in Room 453 Haddon Hall for the Brok- 
ers and Canners Convention. 


Plastex Treated Basket 


PORTSMOUTH 


TOMATO BASKETS 


Our machine made 5% Field Tomato Baskets with Keg or Veneer 
top hoop and Galvanized Metal or Wood Veneer bottom hoop are 
the best quality we have made in our 55 years of basket making. 


We are equipped to treat your baskets with 
PLASTEX HAMPER SOLUTION 
to help control flat sour bacteria in tomatoes 


and to lengthen the useful life of hampers. 


WRITE US OR SEE OUR EXHIBIT AT THE 
ATLANTIC CITY CONVENTION - BOOTH C-24 


Manufactured by 


PLANTERS MANUFACTURING COMPANY, INC. 


5/8 Tomato Field Basket 


VIRGINIA 
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BEANS IN GLASS POTS 


Dutch oven baked beans in glass bean 
pots which are heated and served in the 
original containers are again available 
in retail stores after wartime discontinu- 
ation, according to the Maine Canned 
Foods Inc., Portland, Maine, packers of 
the product. Distribution of this brand 
called “Puritan” includes the entire 
Maine territory, Philadelphia, New York, 
Pittsburgh, Los Angeles, San Francisco, 
Milwaukee and Tampa, Florida. 


Eye-appealing package comes in two 
sizes, 18 and 28 ounce, for small and 
large families, the manufacturer points 
out. Housewives like the glass bean pots 
for convenience and re-use value as a re- 


SLOW-BAKEDI2 HOURS 
JUST AS IN EARLY. 


GLASSED FOODS 


frigerator container, vase for flowers or 
ivy, or as a decorative jar. 

Bean pots are simply uncovered, put 
in the oven, heated and placed on the 
table. Four varieties of beans are avail- 
able including California Pea, Michigan 
Pea, Red Kidney, and Yellow Eye. 

The 28 ounce glass bean pot was orig- 
inally developed by Maine Canned Foods 
in 1987 and discontinued during the war 
when containers were standardized. 
Prior to the war the packer also used a 
14 ounce glass bean pot which is now 
replaced with the more convenient 18 
ounce size. 

In the packers’ plant in Portland, Pur- 
itan beans are prepared for baking un- 
der a high standard of sanitation. The 


Dutch oven baked beans in glass bean pots are again available in retail stores after 


wartime absence. 


Packed by Maine Canned Foods Inc., Portland, Maine. 


Pots by 


Owens-Illinois; closures by White Cap. 
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beans are first cleaned and washed and 
then placed in huge baking pots, each pot 
holding approximately 230 pounds of 
dry beans. The correct amount of syrup 
is added consisting of water, molasses, 
brown sugar, salt, pepper and mustard. 
The baking pots are lowered into gas- 
fired ovens and slow-baked for a mini- 
mum of 12 hours. 


Cut salt pork is placed in the baking 
pot with the beans and cooked during 
the entire bake. This pork imparts flavor 
to the finished product found in oven 
baked beans. 

The beans are taken out of the oven 
after the baking is completed and the 
syrup in the baking pot plus pork fat is 
drained off and blended with sugar, salt, 
and water syrup. 

During the baking process the pork 
and sugar permeate the beans thorough- 
ly, giving them a high nutritive value. 
In one 28 ounce pot of oven baked beans 
there is as much nutriment as in two or 
three similar cans of processed beans 
with tomato sauce, the packer said. - 

The beans then go into a hand pack 
filler where they are filled into the glass 
pots with pork added to each pot. A 
syrup machine gives each bean pot the 
correct amount of syrup previously 
drained from the baking pot. The jars 
then go through the sealing machine 
where they are vapor-vacuum sealed to 
insure freshness of product. 


The glassed beans are placed in retorts 
where both jars and products are thor- 
oughly sterilized. Then they are ready 
for labeling, boxing, and shipping. Pots 
with plain caps are available for private 
labels. 


Bean pots of knurled amber glass are 
manufactured by Owens-Illinois Glass 
Company, Toledo, Ohio; metal litho- 
graphed closures by White Cap Co. 


HOW TO MAKE MONEY IN THE 
PRESERVE BUSINESS 


The above caption is the convention 
theme of the National Preservers Asso- 
ciation. The Preservers will meet at the 
Marlborough-Blenheim January 26 and 


Mr. Luke J. McCarthy, Vice-President 
in Charge of Marketing, Hearst Maga- 
zines, Inc., and Mr. Dan Rennick, Edi- 
torial Director of “Food Topics”, in ad- 
dressing the preservers will show how 
modern factual data and material can be 
used to construct intelligent sales quotas, 
set properly measured production tar- 
gets, and show how to keep production 
geared to consumption in each area. The 
talks will further show how to determine 
the sales and consumption of preserves 
in relationship to other products through 
the same consumer outlet channels. In 
these discussions the importance of hav- 
ing individual companies contributing 
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information will be developed in order 
that an intelligent over-all national pic- 
ture may be projected for the benefit of 
members. “All of this may sound a little 
verbose”, says Preservers Managing Di- 
rector W. Lowe Walde, “but we can 
guarantee you that our program will 
not be. You who attend these meetings 
are going to leave them with concepts of 
merchandising which you never thought 
existed.” 

Mr. Ben Wood, Glass Manufacturers 
Institute, and Mr. Jim Nash will tell 
how they can improve the appearance of 
shelf appeal of their products. Mr. Ar- 
thur C. Babson, an outstanding national 
authority, will stress the importance of 
profit. Preserve manufacturing mem- 
bers will participate in discussions fol- 
lowing all of these talks. 

Other convention addresses will in- 
clude the opening address of President 
Richard J. Glaser, report of the Manag- 
ing Director, W. Lowe Walde, and a dis- 
cussion of preserve standards by C. B. 
Clarke of Crosse & Blackwell and Leon- 
ard S. Fenn of P.M.A. 


Subjects scheduled for round table dis- 
cussion are “Progress in Research,” 
“Rapid Thawing of Fruits,” “Advances 
in the Use of the Spreadmeter,” “Meth- 
ods of Controlling Soluble Solids,” and 
“Handling Liquid and Dry Sugars.” 
Other subjects may be presented by 
members for discussion. 


OWENS-ILLINOIS OFFICIAL 
RETIRES 


W. I. Cole, vice-president and general 
manager of the Owens-Illinois Glass Co., 
and associated with this concern for 46 
years, retired January 1. He began his 
career in the Portland, Oregon office, 
later becoming manager in the Oregon 
territory. In 1929 he was made vice- 
president and general sales manager. He 
plans to continue active in San Francisco 
business through Lambert, Cole & Co., 
manufacturer’s representatives, 391 Sut- 
ter Street. 


AN ADVERTISING NOVELTY 


In our January 2 issue we commented 
upon a sales booster devised by Mr. Wil- 
liam Duvall of the Churchville Canning 
Company, Churchville, Maryland. It con- 
sists of an aluminum fixture of proper 
size to hold a No. 2 can label, which at- 
taches to a conventional self service 
store food basket and which will serve 
as a constant reminder to the shopper 
as she makes her rounds of the store. 


This week comes another such idea, 
produced by the Topflight Tape Company 
of York, Pennsylvania, for point-of-pur- 
chase advertising. The trick is a self 
adhesive roll of cellulose tape carrying 
your sales message, which can be placed 
in retail outlets in conspicuous places 
to stimulate buyers’ impulses. The tape, 
too, is often applied to the shopper’s bas- 
ket, along the handle or at the far end 
of the basket facing the shopper. It is 
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said that retailers accept the tape strips 
because they are neat, not messy to ap- 
ply, and because it actually assists them 
in making sales. 

The tape, which is extensively used on 
glass packages, is also quite adaptable 
for use on cans and packages of all 
types. 


BOSTON BROKERS ELECT 


George D. Hall, of Abbot, Hall & Co., 
has been elected president of the Boston 
Food Brokers’ Association for 1950. 

Other officers named for the new year 
are:—First vice president, George H. 


Heyer, of Heyer-Webber Co.; second vice 
president, Arthur G. Curren, Jr., of Ar- 
thur G. Curren Co.; secretary-treasurer, 
Frederick S. Mann, William A. Mann 
& Sons; directors, Arthur M. Bon, of 
Bon-MacQuarrie Co.; Robert W. Blod- 
gett, Robert W. Blodgett & Co.; John N. 
Hunter; Howard C. Paul, McElwain, 
Sheehan Co.; and Albert A. Zilen, of 
Albert A. Zilen Co. 


At the annual meeting, held at the 
Boston Yacht Club, announcement was 
made of the election of James H. Mor- 
ton as regional director for the National 
Food Brokers’ Association for the New 
England area. 


Washer-Elevators 
Hydraulic Elevators 
Tube Blanchers 
Separating Units 

Filler Hoppers 

Flume Equipment 
Tube and Tube Fittings 
Hi-Eff Washers 
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Visit our Booth No. E-11 at the 
National Canners Convention 
Get Full Information on: 
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Hydraulic Elevator and Hi-Eff Washer 


Viners 

Viner Feeders 

Red Beet Harvesters 
Carrot Harvesters 
Gladiolus Harvesters 
Beet Cutters 

Pickle Cutters 

Bean Soaking Tank Valve 


HYDRAULIC, CONVEYING AND PROCESSING EQUIPMENT 


Backed by 21 years of specialized engineering and manufac- 
turing of this revolutionary method of handling food commodities. 


THE SCOTT VINER COMPANY 
COLUMBUS, OHIO 
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IMPORTANT TRAIN 
ANNOUNCEMENT 


The General Passenger Agent of the 
Pennsylvania Railroad, Wednesday, Jan- 
uary 11, advised CMSA Secretary Sam 
Gorsline, that the special thru cars to 
Atlantic City will be handled with dis- 
patch regardless of F.T.C. orders reduc- 
ing the number of coal burning passen- 
ger trains. Ninety-one pullman cars 
from seventeen cities will carry conven- 
tion delegates through Philadelphia 
without a stop. 


PATMAN TO ADDRESS 
CONVENTION 


The famous co-author of the Robinson- 
Patman Act, the Honorable Wright Pat- 
man, Congressman from Texas, will ad- 
dress the National Food Brokers Asso- 
ciation Meeting in Atlantic City on Mon- 
day, January 23. Because of the numer- 
out vigorous attacks being made on the 
Act recently by various groups, every 
NFBA member will want to hear Con- 
gressman Patman’s talk. 


POST COCKTAIL PARTY 


The Saturday Evening Post will give 
a cocktail party especially for members 
of the National Food Brokers Associa- 
tion on Sunday, January 22 from 5 to 7 
P.M. in the English Lounge of the Had- 
don Hall Hotel. Last March the “Post” 
also gave a cocktail party to the food 
brokers in Chicago, which proved to be 
one of the outstanding affairs of their 
1949 Convention. 


GROCERS TO DEBATE 
BROKERAGE BILL 


The National American Wholesale 
Grocers Association has announced that 
one of the features of its Convention will 
be a debate participated in by members 
on the subject “Is the Brokerage Clause 
of the Robinson-Patman Act beneficial to 
the Wholesale Grocer and the Individual 
Retail Grocer”. Two wholesale grocers 
will appear for each side and a question 
and answer period will follow the debate. 


ROGERS CATALOG 


Rogers Brothers Seed Company of 
Chicago, Illinois, this week mailed out 
their latest 1950 seed catalog listing all 
of their varieties of peas, beans and 
sweet corn, each fully described and 
identified for canning, freezing and other 
uses. Copies may be had direct from the 
company at 308 W. Washington Street. 
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NEWS AND PERSONALS 


CANCO NAMES ALWYN 
GENERAL MANAGER OF SALES 


T. E. Alwyn, Atlantic Division man- 
ager of sales for the American Can Com- 
pany, has been appointed general man- 
ager of sales for the company, it has 
been announced by L. W. Graaskamp, 
vice president in charge of sales. 


Mr. Alwyn, who has been associated 
with the can manufacturing company for 
more than 25 years, will have direct 
supervision of the firm’s sales activities 


T. ALWYN 


in the United States, Canada and Ha- 
waii. His headquarters will be in New 
York. 


Born and raised in New York City, 
Mr. Alwyn attended Columbia Univer- 
sity before joining the American Can 
Company sales organization in Brooklyn 
in 1924. He subsequently served in vari- 
ous sales capacities and in 1932 became 
district sales manager in Philadelphia. 


He was transferred to New York in 
1937 following his appointment as a 
sales division manager and became sales 
manager for the Atlantic Division 10 
years later with full responsibility for 
sales activities in the territory from 
Florida to Maine and west to Pittsburgh. 


SALES DEVELOPMENT 
HEADQUARTERS 


Members of the Pennsylvania Canners 
Association’s Sales Development Pro- 
gram will set up headquarters at the 
National Convention in Room 178 Marl- 
borough-Blenheim Hotel, where Edward 
J. Laucks, Director, will be in attendance 
from January 22 to 31. 
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MARC HUTCHINSON HONORED 


Mare C. Hutchinson, President of 
Michigan Fruit Canners, Inc., and for- 
mer President of the National Canners’ 
Association, was honored at a testimonial 
dinner held Wednesday evening, January 
11th, at the Whitcomb Hotel, St. Joseph, 
Michigan. The occasion noted the com- 
pletion of his 30th year as a canner of 
outstanding success, liked and respected 
throughout the trade. The dinner was 
attended by company personnel and a 
few close business friends. 

Mr. Hutchinson was presented with a 
fine, hand-tooled leather case containing 
autographed photographs and letters of 
congratulations from a wide range of 
friends in the trade. Toastmaster for 
the evening was A. Edward Brown, vice- 
president and treasurer of Michigan 
Fruit Canners, Inc. Lionel E. Becher, 
who has been associated with Mr. Hutch- 
inson as assistant sales manager for 28 
of the 30 years being honored, made the 
presentation. Frank Gerber, chairman 
of the board of Gerber Products Com- 
pany, Fremont, Michigan and a friend 
of long standing, spoke on behalf of the 
guests, following which informal remi- 
niscences and general conversation com- 
pleted a pleasant evening. 

Mr. Hutchinson entered the canning 
business with his first pack in 1920, oper- 
ating at that time as the Fennville Can- 
ning Company. In 1927 the original con- 
cern merged with the Godfrey Packing 
Company of Benton Harbor and the 
South Haven Preserving Company of 
South Haven to form the present Michi- 
gan Fruit Canners, Inc., From the time 
of the consolidation, Mr. Hutchinson 
acted as Sales Manager for the opera- 
tion. In 1932 he was elected president 
of the National Canners’ Association, a 
position which he held through 1933. 
Since that time he has been active in 
Association affairs, and during the last 
war served on various Government 
boards connected with the industry. 


CMSA CONVENTION OFFICE 


Secretary Sam Gorsline has advised 
that on January 21 the office of the Can- 
ning Machinery & Supplies Association 
will move to Atlantic City during the 
Convention period and will reopen in 
Battle Creek on Monday, February 6. 


GAMSE HEADQUARTERS 


Gamse_ Lithographing Company of 
Baltimore will not exhibit at the Conven- 
tion, but will, however, be represented by 
Herman Gamse, company President, and 
William A. Gissel, who will make their 
headquarters at the Brighton Hotel and 
be ready to consult with you on your 
label needs. 
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YOUNG GUARD MEETING 


Officers and members of the Executive 
Committee of the Young Guard Society 
will hold their annual luncheon meeting 
in the Club Room of the Traymore Hotel 
at 12:30 P. M. on January 27, to elect 
officers for the forthcoming year and to 
discuss any pertinent business. 


KILLIAN AT THE CONVENTION 


William J. Kiefer will represent the 
W. H. Killian Company, Baltimore can- 
ners, at the Atlantic City Convention, 
and from January 24 to 26 will be lo- 
cated at the Madison. Beginning Janu- 
ary 27 through 31 he will occupy Room 
1401 at the Claridge. 


CLOVER FARM HEADQUARTERS 


Clover Farm Stores Corporation will 
be represented at the Atlantic City Con- 
vention by Grant A. Mason, President 
and General Manager; C. H. Vaughn, 
Vice-President in Charge of Promotion 
and Advertising; E. A. Cosgrove, Vice- 
President in Charge of Field Operations; 
and Rogers C. McCormick and W. Harry 
Robertson, Field Representatives; who 
will make their headquarters in Suite 
916 at the Ambassador Hotel, January 
28 to 31. 


ATTRACTIVELY DESIGNED 


HATFIELD HEADS CONTINENTAL 
CAN WISCONSIN SALES 


Robert S. Hatfield, formerly assistant 
to the vice president in charge of sales, 
Continental Can Company, has been ap- 
pointed district sales manager of Con- 
tinental’s new Milwaukee sales office, lo- 
cated at 735 North Water Street, accord- 
ing to William M. Cameron, central divi- 
sion sales manager. 

Mr. Cameron explained that this new 
district has been established to serve 
Continental’s growing number of custom- 
ers in the Wisconsin area, and more effi- 
ciently coordinate sales activity with 
Continental’s new Milwaukee plant which 
will be completed and in production with- 
in a few months. 

Mr. Hatfield will be assisted by Ray 
W. Caldwell and L. J. McNally, sales 
representatives, who will continue to 
handle their former accounts in this 
area, but will now make their headquar- 
ters in the new Milwaukee office instead 
of Chicago. Charles W. Robertson, sales 
office manager, and James H. Smullen, 
sales order correspondent, likewise have 
been transferred to this new location. 

The addition of this new office brings 
to 30 the number of district sales offices 
now serving Continental’s metal con- 
tainer customers thoughout the United 
States. 


M & M HEADQUARTERS 


J. D. McDowell, Kirk Frederick and 
Samuel MeNeil will represent the M&M _ 
Brokerage Company of Baltimore at the 
Atlantic City Convention, and will make 
their headquarters in Room 510, Chal- 
fonte Hotel, January 22 to 26. 


KOPKE AT THE CONVENTION 


Thad F. Adams will represent the W. 
L. Kopke Sales Company, Denver, Colo- 
rado food brokers, at the Atlantic City 
Convention and will make his headquar- 
ters in Room 314 of the Mayflower Hotel, 
January 22 to 27. 


KRAUT SUPPLY SHORT 


At a special meeting of the National 
Kraut Packers Association held in Chi- 
cago January 6, President Henkel re- 
ported that an extremely short supply of 
kraut threatens as a result of the high 
consumer demand and a low inventory. 
On December 1 packers had only 69 per 
cent as much kraut on hand as of the 
same date the year before. There were 
195,000 barrels on hand December 1, 
1949 compared to 282,000 barrels on De- 
cember 1, 1948. Members of NKPA rep- 
resent 80 per cent of the industry vol- 
ume. 


LITHOGRAPHING Co. 
» GAMSE BUILDING. BALTIMORE,MD.. 
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BILL SHOOK 


Bill Shook, popular representative for 
Lansing B. Warner, Inc., in New York 
City and the New England area, died 
suddenly Wednesday, January 11. Bill 
and Emil Warner, Pennsylvania repre- 
sentative for the firm, were making a 
call together when without warning he 
dropped to the floor and died immediate- 
ly. Mr. Shook had been with Lansing B. 
Warner for a long number of years and 
is well known throughout the industry. 
He was buried in Indiana Saturday 
morning, January 14. 


GENERAL BOX MERGES 
TERRITORIES 


N. A. Fowler, Director of Sales of the 
General Box Company, has announced 
the consolidation of the company’s Chi- 
cago and Louisville sales territories. 
Hereafter headquarters will be located 
at Louisville and George F. Walne, Vice- 
President, will transfer from Chicago to 
Louisville to head up sales. 

C. L. Bruckert, who heretofore has ad- 
ministered sales for the Louisville terri- 
tory, will be promoted to the position of 
Division Sales Promotion Manager. Wil- 
liam C. Embry of Louisville, Vice-Presi- 
dent and member of the Board of Direc- 
tors, will continue as Division Manager. 


TENNESSEE-KENTUCKY 
MEETING 


Secretary Hays Hollar has suggested 
than anyone who plans to attend the an- 
nual convention of the Tennessee-Ken- 
tucky Canners Association, to be held at 
the Andrew Jackson Hotel, Nashville, 
Tennessee, February 13 and 14, make 
reservations at once, direct with the 
hotel. It so happens that the Tennessee 
Legislature will be in session during that 
time, so that it may be difficult to obtain 
accommodations if left to a later date. 


DONALDSON HEADS PHILLIPS 
SALES 


Albanus Phillips, Jr., President of 
Phillips Packing Company, Inc., Cam- 
bridge, Maryland, has announced that 
effective January 16th, James W. Don- 
aldson will become General Sales Man- 
ager of the Phillips Organization. Mr. 
Donaldson brings to the Phillips Organ- 
ization nearly 20 years of experience in 
sales and promotion with Standard 
Brands. At the time of his resignation 
from Standard Brands, he was Eastern 
Regional Sales Manager. 


A.H.F. PROMOTES DOSCH 


Walter F. Silbersack, president of 
American Home Products Corporation, 
effective immediately will also assume 
the presidency of the subsidiary, Ameri- 
can Home Foods, Inc., following the 
resignation of V. T. Norton. 

E. Lloyd Dosch has been promoted 
from his present position as vice presi- 
dent for merchandising and advertising 
of American Home Foods, Inc., to the 
newly created post of executive vice 
president and general manager. 


OTOE EMPLOYEES’ BONUS 


Checks were distributed to all the em- 
ployees of the Otoe Food Products Com- 
pany, Nebraska City, covering their 
profit-sharing dividend for 1949. This 
profit-sharing policy was established in 
1940 and marks the tenth such distribu- 
tion. 

During this period approximately 
$450,000.00 has been paid out under this 
plan. The rate of participation has 
varied from year to year depending upon 
general business results, and has ranged 
from 6 per cent to 20 per cent of each 
individual’s wage earnings. The average 
for the entire period has been 14 per 
cent. Approximately 250 employees, rep- 
resenting a steady full-year working 
force, are involved in this program. 


TOMATO PACK FOR 1949 
Compiled by N.C.A. Division of Statistics 
Misc. Tin 
24/2 48/1P 24/3038 24/2% 6/10 & Glass Total 

| 4,017,985 273,585 78,157 350,464 739,480 63,395 5,523,066 
Va., W. Va 795,084 21,200 852,661 
Indiana .......... 1,119,849 99,400 218,759 SBE 1,871,052 
Tenn. & Ky 187,751 5,950 217,694 
Ark., Mo., Okla 860,450 CA5e8 ins 2,325 92,507 5,137 1,024,950 
Colorado ae 86,546 36,706 22,074 28,468 184,603 
California ..... 2,040,796 1,142,740 3871,889* 3,978,132 
Other States ... . 1,460,907 357,379 16,247 70,798 2,060,673 

10,692,173 826,775 180,950 3,276,938 38,424,780 472,056 18,873,672 

* Includes 65,607 cases of 48/1 T in California. 

The total pack of tomatoes for 1949 amounted to 18,873,672 actual cases compared to 21,466,688 
actual cases in 1948. 

The above report is a summary of all canners known to have packed tomatoes in 1949 includ- 
ing estimates for those not reporting. California figures are compiled by the California League. 
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FTC TRADE PRACTICE 
CONFERENCE FOR GROCERY 
INDUSTRY 


The Federal Trade Commission will 
hold a trade practice conference for the 
grocery industry February 8 at the Stat- 
ler Hotel, Washington, D. C. The con- 
ference will open at 10 a.m. and will be 
under the supervision of Commissioner 
James M. Mead. 

The invitation to attend the confer- 
ence is extended to “all persons, firms, 
corporations and organizations engaged 
in the business of manufacturing, selling 
or distributing grocery products.” 

The grocery industry consists of about 
600,000 retail outlets some 6,000 whole- 
salers and more than 50,000 manufac- 
turers. Its annual volume of sales is 
approximately $32 billion. 

In its announcement the Commission 
said the conference will afford the vari- 
ous segments of the industry “opportuni- 
ty to consider and propose for establish- 
ment, subject to the Commission’s ap- 
proval, a comprehensive set of trade 
practice rules * * * directed toward spe- 
cifying and preventing unfair methods 
of competition and other unlawful trade 
practices or abuses, and to the effective 
maintenance of high standards of fair 
competition for protection of the indus- 
try and the public.” 

Among the subjects for rules which 
have been suggested for consideration 
are: 

Improper discriminations in price, ad- 
vertising or promotional allowances, and 
in the granting of furnishing of services 
or facilities; prohibited brokerage pay- 
ments; combination or coercion to fix 
prices, suppress competition or restrain 
trade; use of “loss leaders”; selling be- 
low cost; fictitious prices; misuse of 
term “special bargains’; deception as to 
available supply of advertised merchan- 
dise; deceptive selling methods; false 
invoicing; false advertising; tie-in sales; 
excluding competitors’ products from 
trade outlets; use of lottery schemes; 
defamation of competitors or disparage- 
ment of their products; and aiding or 
abetting use of unfair trade practices. 

Rules relating to other trade practices 
may also be proposed for consideration 
at the conference. 

After the February 3 conference and 
before final approval of any rules by the 
Commission, a draft of proposed rules 
will be made available to members of the 
industry and all other affected or inter- 
ested parties. They will then have op- 
portunity to study the proposed rules 
and to present their views, suggestions 
or amendments at a subsequent public 
hearing. 


HEADS N. Y. REPS 


J. W. Schmalz, of General Foods, was 
elected president of Grocery Manufac- 
turers’ Representatives of New York, 
Inc., at the annual meeting at the Hotel 
Astor last week. He is a former presi- 
dent of the Philadelphia Association of 
Manufacturers’ Representatives. 
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ILLINOIS CANNERY FIELDMEN 
SCHOOL 


A description of farming in Iran high- 
lighted the program of the annual Can- 
nery Fieldmen’s banquet on Thursday 
evening, January 5, 1950, at the Univer- 
sity of Illinois. 

Dr. Paul E. Johnston, professor of 
agricultural economics at the Illinois 
College of Agriculture, who recently 
spent several weeks studying farming 
methods in Iran, told about some of his 
experiences in that country. “Treasure 
Island,” a sound and color movie on the 
pineapple growing and canning industry 
in Hawaii, was also shown at the ban- 
quet. 

The banquet rounded out the first 
day’s program of the annual Cannery 
Fieldmen’s school held on the Urbana 
campus, January 5 and 6. About 125 
cannery fieldmen were in attendance. 

Soil fertility studies and chemical con- 
trol of weeds in cannery crops were fea- 
tured on the first morning program. In 
the afternoon the fieldmen heard about 
corn borer and ear worm control in sweet 
corn, heat unit measurements as a basis 
for determining harvest dates, and the 
present status of sweet corn harvesting 
machinery. 

Problems in growing tomatoes were 
featured on the second morning. In the 


afternoon discussion centered around 
plans for research in asparagus, how to 
use available weather information, value 
of pilot plants in food technology, and 
cannery crop statistics. 


Speakers from the Illinois College of 
Agriculture departments of horticulture 
and food technology included C, Y. Ar- 
nold, B. L. Weaver, C. E. Taylor, W. A. 
Huelsen, J. P. McCollum, M. B. Linn, 
H. W. Anderson, and A. I. Nelson. 


CANNING COMPANY OFFICIALS 
CHARGED WITH 
MISMANAGEMENT 


A $3,000,000 suit charging abuse of 
trust and mismanagement has been filed 
in the Superior Court of Mariposa, Cali- 
fornia against Norton Simon, chairman 
of the board of Hunt Foods, Inc., Los 
Angeles, along with the eight directors, 
Frederick R. Weisman, Theodore Weis- 
man, Graham L. Sterling Jr., W. St. B. 
Eustis, David May II, Richard W. Mil- 
lar, Herbert Lantin and Harold Brooks, 
and numerous John Does. The suit was 
filed in this small county seat on De- 
cember 20 by Robert W. Kenny, former 
attorney-general of California. It has 
been understood for some time that the 


Hunt concern had suffered large operat- 
ing losses and that a merger or outright 
sale was being considered. 


The suit was brought by Margaret S. 
Post of San Francisco and a group of 
other stockholders. The complaint is 
largely general in character but alleged 
that Mr. Simon “utilized and continues 
to utilize” the funds of the company for 
his own use and for the use of members 
of his family. Defendants are charged 
with the drawing of exhorbitant sal- 
aries; the acceptance of services and ma- 
terials at excessive valuations by Hunt 
Foods; the employment of disloyal offi- 
cers; the keeping of inaccurate books of 
account, and the taking of secret profits. 


The filing of the suit is not expected 
to adversely effect negotiations that have 
been under way for some time for the 
purchase of Hunt Foods, Inc., by the 
Consolidated Grocers Corporation of Chi- 
cago. It is well known that Nathan 
Cummings, chairman of the board of the 
Chicago concern, is eager to acquire the 
California Company. Two years ago he 
engineered the purchase of Rosenberg 
Bros. & Co., of San Francisco, the large 
dried fruit concern. An application has 
been made by Consolidated Grocers for 
the listing of its stock on the San Fran- 
cisco Stock Exchange and Mr. Cum- 
mings is expected here shortly. 
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PROMISES 
PERFORMANCE? 


Performance is worth a thousand promises. 


That is why we suggest that we prove to you 
what you can expect by using our know-how 
in marketing your products. We are specia- 
lists in selling, merchandising, and advertis- 
ing as applied to the quick movement of 
canned goods and grocery specialties in the 
Metropolitan New York City and New Jersey 
market. It’s easy to say wecan. This time, 
take a few minutes and learn how we do. 


B. Meier & Son, Ine. 


209 Bronx Terminal Market Bldg, New York 51 
RAILROAD SIDING—WAREHOUSING—TRUCK FACILITIES 
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WEEKLY REVIEW 


Wholesalers Stay In Their Shells—Citrus, 

Feature Of The Market—Tomato Stocks 

Report Confirms Strong Statistical Position— 

Pear Pack Correction—Apple Sauce Fooling 

Prophets Of Doom—Special Reduction on 
Jellies. 


STYMIED—Once again there’s little 
to talk about in the canned foods market. 
While we hear of optimistic business re- 
ports from all angles, the canned foods 
market continues to drag as buyers re- 
ligiously order in_ sufficient quantity 
only for immediate replacement. For 
more than a month now, they have been 
getting ready for year end inventory. 
Two weeks ago they were taking that 
inventory. This week they are deciding 
not to do anything until they get the low 
down at the Convention. After the Con- 
vention they will no doubt crawl right 
back into their shell. Wholesalers are 
stymied. Most of them couldn’t move 
if they wanted to. They’re trying to han- 
dle too many different items with the 
result that they are not wholesaling any- 
thing. This column tries to stay away 
from predictions, but we are almost 
ready to predict that unless wholesalers 
do something about the situation—per- 
haps decide to handle only a certain 
group of grocery items in order to in- 
crease individual volume—the manufac- 
turers themselves, including canners, will 
take over the wholesale operation. 


CITRUS — Once again citrus easily 
dominated the market. As the competi- 
tion for scarce fruit heightens and prices 
mount, canners continue on a day to day 
basis. During the week Pasco boosted 
its prices on No. 2 orange juice a nickel 
a dozen from 1.87% to 1.42% and 2% 
cents a dozen from 1.45 to 1.47% on 
blended on the strength of the California 
freeze. 46 oz. orange juice was boosted 
from 3.15 to 3.80 with 10’s hiked from 
6.60 to 6.75. Blended 46 oz. rose from 
3.35 to 3.45 while the new price on 10’s 
was quoted at 7.00 compared to a previ- 
ous price of 6.8742. No changes were 
announced on grapefruit juice. 


TOMATOES—Feature of the tomato 
market this week was the National Can- 
ners Association release of the 1949 to- 
mato pack and December 1 canner stocks. 
The pack figures are published elsewhere 
in the issue. Note that the total pack 
was 2% million cases less than the small 
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1948 pack. Thirty per cent of the pack 
was produced in Maryland; the only ma- 
jor producing area showing an increase 
over the 1948 pack. Indiana’s pack was 
cut by more than a third under the pre- 
vious year and California’s pack was off 
nearly a million cases. 

The Dec. 1 stock figures from the same 
source confirm market reports that the 
heavy movement to date has come out of 
the Tri-State area. 60 per cent of the 
starting supplies in the mid Atlantic and 
65 per cent of those in the South had al- 
ready been shipped the first five months 
of the season, while the other areas had 
shipped approximately 37 per cent of 
their original stocks (pack and carry- 
over). The Association had not released 
a stock report Dec. 1, 1948 so no com- 
parable figures are available. It is in- 
teresting to note, however, that the total 
1949 pack and carryover of 21,592,227 
actual cases fell nearly 2 million cases 
short of the total starting supply of 
23,416,401 cases for the 1948-49 season 
and nearly 3 million cases short of the 
supply for the year before. Then, too, 
eanners Dec. 1, 1949 stocks at 11,108,563 
cases were nearly a million cases short 
of the 12,033,814 cases on hand a month 
later—Jan. 1 a year ago. N.C.A. advises 
that the Jan. 1 stock report will be ready 
in 10 days. The Dec. 1 report released 
by the Association (percentage figures 
ours) is shown below. 


CORRECTION: PEAR PACK — on 
page 16, January 2 issue, a transposition 
escaped the eagle eye of our proof 
reader. The California Pear pack was 
listed at 2,609,614 cases basis 24 No. 
214’s instead of the correct figure 2,069,- 
614. Thanks to Lee Hammer, canned 
foods sales manager, Apple Growers As- 
sociation, Hood River, Oregon, for calling 
this to our attention. 


APPLE SAUCE — Apple sauce con- 
tinues to hold strength despite the strong 
early season pressure and general con- 
viction that the pack was going to be 
out of bounds. This item has found high 
favor with the consumer at an attractive 
price and movement has been highly sat- 
isfactory. Prices remain the same as 
quoted on our price page for some time 
and the indications are now that apple 
sauce will cost more money later rather 
than less. 


JELLIES—White House has announced 
a 10 per cent reduction on all jellies ex- 


TOMATOES 
TOTAL STOCKS IN CANNERS’ HANDS DECEMBER 1, 1949 
(Sold & Unsold) —Actual Cases 


Total Supply 
1949 Pack & Total Stocks Shipments 
Carryover % Dec. 1, 1949 % July 1 to Dec. 1 
673,716 3.1 421,748 3.7 251,973 
Mid-Atlantic _....... 7,561,250 35.0 3,079,185 27.7 4,482,065 
Mid-West 4,011,782 18.5 2,501,918 22.5 1,509,864 
West .... 6,524,362 30.2 4,138,971 37.2 2,385,391 
South 2,821,117 13.1 966,746 8.7 1,854,371 
be 
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cepting the 12 oz. coffee mug and 14% 
oz. beer mug. The reduction will apply 
only for January shipment. On this 
basis 12 oz. apple will be sold at 1.12% 
a dozen and the 8 oz. at 90 cents f.o.b. 
Winchester, Va. 


NEW YORK MARKET 


Marking Time Pending Atlantic City Con- 
clave—Tomatoes Unchanged—Easy Under- 
tone To Corn—Spinach Firm—Peas Remain 
Firmly Held—Citrus Bullish—Fruit Buyers 
Wait For Atlantic City To Talk It Over— 
Good Retail Demand For Apple Sauce—High 
Salmon Prices Cut Demand—Improved Tone 
In Shrimp. 


By “New York Stater” 


New York, Jan. 13, 1950 


THE SITUATION — Continued 
strength in the position of canned citrus 
continues to furnish the chief news in a 
market which is otherwise marking time, 
pending the Atlantic City meetings. The 
tempo of trading in the metropolitan 
area has slowed considerably as a result 
of the strike of truckmen and warehouse 
employes, which has closed down many 
of the city’s plants. 


THE OUTLOOK — With inventory- 
taking over, distributors are now in a 
more informed position with respect to 
near-term replacement policies. It is not 
indicated, however, that any material 
departure from the previous policy of 
turnover-buying is in prospect. Certain- 
ly, with most industry forecasters pre- 
dicting a further downward revision in 
food prices, and with the price situation 
in fruits far from stabilized, there is 
little in the cards to indicate the possi- 
bility of any speculative appreciation 
over the next few months. 


TOMATOES — There has been no 
change in the demand situation during 
the week, and canners continue to hold 
the market unchanged from previous 
levels. While distributors are carrying 
only moderate holdings of tomatoes, they 
have shown little interest in taking in 
additional stocks in any heavy volume, 
although this may be accomplished in a 
few instances during the conventions if 
canners show any desire to clean out car- 
ryover blocks. 


CORN—The market has failed to snap 
out of the doldrums, and an easy under- 
tone continues. to rule. Fancy cream 
style can be had at a range of $1.25 to 
$1.30, with most sellers holding whole 
kernel at $1.35 and upwards. Much of 
the current buying interest appears to 
be centered in No. 10s, with institutional 
distributors apparently moving in to 
take advantage of some of the low prices 
which have been quoted recently. 
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SPINACH —A moderate day-to-day 
inquiry is reported, and this is one item 
where distributors apparently have very 
little reserve supply. The market con- 
tinues to show a fairly stable tone. 


PEAS—New buying in canned peas 
was rather light during the week, but 
the trade looks for some activity on this 
item during the Atlantic City meeting. 
Prices show no change. 


CITRUS—Florida canners are show- 
ing extremely bullish sentiment on can- 
ned citrus, and the government report on 
the citrus crop this week, indicating that 
the West Coast freezes have cut substan- 
tially into indicated citrus production for 
the year, was likewise a strengthening 
factor. Many Florida canners remain 
withdrawn from the market, while 
others are quoting only on a day-to-day 
basis, due to the rapidly strengthening 
market for the fresh fruit. Offerings 
during the week ranged $1.37% to 
for fancy No. 2 orange juice, with grape- 
$1.42% for fancy No. 2 orange juice, 
with grapefruit juice at $1.55 and 
blended juice at $1.45-$1.50, all f.o.b. 
canneries. Fancy grapefruit segments 
list at $2.00 to $2.05, with choice at $1.90. 


WEST COAST FRUITS—Most buy- 
ers here are waiting for the Atlantic 
City conventions to talk over the fruit 
situation with canners, and hence there 


is little business for coast shipment go- 
ing through at the moment. California 
canners offer 2% choice cling peaches 
from $1.90 and upwards, with fruit cock- 
tail listing at $2.80 and up. Apricots, 
which are not in large supply, are show- 
ing a relatively steady undertone. Brok- 
ers here report that the recent wave of 
price cutting on some California fruits, 
far from stimulating business, has 
tended to scare buyers out of the market, 
and to undermine trade confidence in the 
general level of canned foods prices. 


APPLE SAUCE —This item is re- 
ported to be meeting with a good retail 
movement, and distributors are ordering 
forward additional supplies in a steady 
stream to meet their requirements. East- 
ern canners are generally holding fancy 
sauce at $1.25 to $1.35, as to brand and 
packing area. Meanwhile, an increasing 
demand for standard apple sauce, which 
is available at $1.10-$1.15 and upwards, 
is reported developing, with some of the 
chains and supers developing a good vol- 
ume on this item. 


SALMON —Canners of salmon will 
hear some rather plain talk from their 
distributors at the Atlantic City meeting 
on the effect of continued relatively high 
prices on salmon demand. With reds still 
commanding $26.00 per case, f.o.b. 
Seattle, movement has fallen off sharply 


in many areas. Pinks, at $16, permit 
distributors to put them on the shelves 
at attractive prices and this grade, as 
as well as relatively low-priced tuna, is 
getting the call, insofar as consumers 
are concerned. 


OTHER CANNED FISH — Reports 
from the Gulf note an improving tone in 
the market for top-quality shrimp, and 
remaining unsold stocks of inspected 
pack are reported concentrated in the 
hands of relatively firm holders. Con- 
tinued strength is reported in the sar- 
dine market, both in Maine and on the 
Pacific Coast, but distributors are buy- 
ing only in a day-to-day way, with move- 
ment to the local trade sharply curtailed 
by the trucker strike which is preventing 
wholesale grocers from making deliveries 
to the retail trade. 


DISSOLVE PARTNERSHIP 


Effective January 1, the co-partnership 
of Warren B. Gager and Robert J. Hum- 
phrey, Rochester, N. Y. food brokers, 
was dissolved to permit Mr. Humphrey, 
who has purchased Gager’s interest in 
the Gager-Humphrey Co., to take over 
and operate as a food broker in the same 
territory under the name of R. J. Hum- 
phrey Co., with offices at 2507 James St.. 
Syracuse, 6. 


HAPPY SERVINGS 
SAVINGS 


wr, 


CONDENSED 


MEAT SAVINGS, TOO! 


Phillips quality-controlled kitchens. 
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Two delicious meat dishes from GEEF patties 
EW 
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COMPANY 


Canned Food Products 
60 Hudson St., New York City 13 


Telephone: BArclay 7-1033-4-5 


CHASE NATIONAL BANK 


REFERENCES: 
NATIONAL CITY BANK 
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CHICAGO MARKET 


Routine Business With Considerable Grum- 
bling At High Cost Of Hand To Mouth 
Buying—Salmon Quiet And Reasonably Firm 
—Corn Soft—Cheap Peas Hard To Find— 
Apple Sauce Firm—Fruits Quiet. 


By “Midwest” 


Chicago, Ill., Jan. 12, 1950. 


THE MARKET—Business in Chicago 
this week is continuing in routine fash- 
ion. Most distributors here took their 
inventory as of December 31st, and in 
many cases have not completed figuring 
it, and as a consequence are still holding 
off until they get a look at the final fig- 
ures on their inventory. It is assumed, 
however, that practically all inventories 
here will show themselves to be near 
rock bottom figures, and it is expected 
that a fair amount of business will be 
forthcoming in the next few weeks. How- 
ever, there is no sign of a letup at all in 
the hand-to-mouth buying policy in force 
with practically every concern in the 
market. There is a good deal of grum- 
bling among sellers that the wholesale 
grocers as a whole are carrying the hand- 
to-mouth policy too far, costing them- 
selves, as well the the producer, money, 
due both to loss of sales through being 
out of stock and through higher costs 
involved in handling many small orders. 
But this feeling has not reached a point 
where it has made any impression on the 
policy of the buyers. The outlook for 
prices seems to be reasonably stable, al- 
though there are some signs of continu- 
ing weakness in some major commodi- 
ties. However, even in these cases the 
prospects seem to be more for a gradual 
decline than for any drastic breaks on 
short notice. 


SALMON — The salmon market is 
rather quiet at this time, and prices 
seem to be holding reasonably firm. Tall 
reds, of course, are practically unobtain- 
able in first hands and the price level is 
about $26.00 for any small lots that 
might be available. Tall pinks continue 
to be sold at from $15.50 to $16.00, de- 
pending on the quality, while tall chums 
are going at from $14.50 to $15.00. Tall 
cohoes are displaying quite a spread all 
the way from $19.00 to $21.00, with 
quality again being the governing factor. 
Halves reds are quoted at $15.00, halves 
pinks at $10.00 and halves chums at 
$9.00, with halves cohoes at about $12.50. 
With the exception of tall pinks, most 
items of salmon are in quite short sup- 
ply position. Tall pinks are in good sup- 
ply, but packers feel confident of an or- 
derly marketing without additional price 
decline, although the trade is inclined to 
be somewhat skeptical on this particular 
item. Puget Sound sockeye halves are 
currently being offered here at $16.00 
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Its pays to use 
SOLUBLE FERTILIZER VHPF 


The Original 
Starter Solution and Nutritional Spray 
VHPF is a complete plant food containing 
all necessary major and minor elements plus 
hormones scientifically compounded for opti- 
mum results, It can be used in transplant- 
ers, spray and irrigation equipment. 
If you spray or dust 
You should know about the complete 
MILLER line of Insecticides, Fungicides and 
Weed Killers. 


Write for descriptive booklets and prices 
or see your nearest dealer. 
MILLER CHEMICAL & FERTILIZER CORP. 
1000 South Caroline Street 
BALTIMORE 31, MARYLAND 


for machine packed and $17.00 for hand- 
packed, and there is some business going 
on at the present time. 


CORN — The corn market continues 
very soft, with prices running all over 
the lot. No. 2 fancy whole kernel and 
cream style corn are quoted at about 
$1.25 f.o.b. factory, but in most instances 
actual purchases in corn are on basis of 
individual negotiations and stories of all 
kinds of prices on various items, especi- 
ally in the extra standard class, are 
going around the market. No. 10 strictly 
fancy whole kernel corn has sold here at 
$7.00 f.0.b. factory, with very good extra 
standard at $6.25. 


PEAS—There is a little activity in the 
pea market, and it appears that practi- 
cally everything in the way of standard 
38s and standard 4s in Alaskas or Al- 
sweets has now been cleaned up. There 
is a good deal of inquiry for cheap peas 
but buyers are finding it very difficult to 
locate lots of this description. There has 
also been some movement on good quality 
extra standard 3 sv. Alsweets in No. 2 
tins, prices ranging from $1.25 to $1.35 
f.o.b. factory. 8 oz. extra standard 3 
sv. Alsweets are reportedly available at 
around 70 cents to 75 cents f.o.b. fac- 
tory, with some No. 4s reportedly quoted 
at 70 cents. 


APPLE SAUCE—The apple sauce mar- 
ket continues firm, with prices generally 
quoted on No. 2 fancy sauce from the 
East at $1.25 to $1.85 for No. 2, with 
No. 303 at about $1.15. No. 2 tins of C 
grade, or standard sauce continue to 
sell at from $1.10 to $1.15, with No. 
303 at around $1.00 to $1.05. The move- 
ment is continuing normal, and the out- 
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look appears to be for a firm market for 
the balance of the season so far as can 
be determined. 


OKARK AREA PRODUCTS—There is 
some business going on on spinach out 
of the Ozark area, with No. 2 fancy spin- 
ach quoted at around $1.15, No. 1 at 80 
cents, No. 2% around $1.45 and No. 10 
at about $5.25. No. 2 mustard and tur- 
nip greens are also selling in small vol- 
ume at 85 cents f.o.b. factory and No. 2 
fresh blackeyes are continuing to sell at 
$1.15 f.o.b. factory. 


CALIFORNIA FRUITS—The situation 
is rather quiet on California fruits, with 
prices remaining at about the levels 
reached in the recent price decline. Fruit 
cocktail is quoted at $1.02% for 8 oz., 
$1.67% for No. 1 and $2.80 for No. 2%, 
all choice grade. No. 2% choice peaches 
are offered at prices ranging around 
$1.90, and No. 1 tall choice at around 
$1.30. There is a little movement but 
most buyers are continuing to hold down 
their purchases to the greatest extent 
possible on California fruit items. There 
is a very definite shortage of No. 10 solid 
pack pie fruit, both peaches and apricots, 
with prices upward of $7.00, where lots 
could be found. There is also a definite 
shortage in some items of apricots, par- 
ticularly in the No. 10 size. 


CALIFORNIA MARKET 


Prolonged Drought Serious—Dry Beans Dull 
—Shipping Order On Fruits—Pineapple De- 
mand Good—Citrus Juices Stage Comeback 
—Sardine Season Ends As Market Softens— 
Tuna Drop Checked—Salmon Slow. 


By “Berkeley” 


Berkeley, Calif., Jan. 18, 1950 


THE WEATHER — Weather condi- 
tions during the week have been any- 
thing but kind to California crops, but 
losses have been confined largely to 
fruits and vegetables in which canners 
are not directly interested to a large ex- 
tent. Southern California was visited 
by a cold snap which called for smudging 
operations in the citrus districts, with 
considerable damage reported. However, 
this is not as large as that sustained last 
January. Heavy damage has been done 
to early peas, lettuce, broccoli and arti- 
chokes, the two latter canned at times in 
limited quantities. The chief worry to 
canners is the lack of rainfall. Never 
before in 100 years has California ex- 
perienced such prolonged drought. Dur- 
ing the past four calendar years San 
Francisco, for example, has had an 
average of but 14.81 inches, with the 
highest 16.40 inches. Farther south and 
inland the situation is worse. Through 
extensive pumping operations large 
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crops have been producing during the 
dry years, but this source of water sup- 
ply is near depletion in many districts. 


DRY BEAN—The California dry bean 
market has shown little change of late, 
with prices largely at or near the low 
points for the season to date, and can- 
ners and dealers buying only for immedi- 
ate requirements. The index of Califor- 
nia dry bean prices the first week in Jan- 
uary was placed at 185.9, compared with 
232.6 a year ago and 373.3 two years 
earlier. Standard Lima beans are sell- 
ing at about $8.70 per hundred pounds, 
Baby Limas at $7.10 and No. 1 Small 
Whites at $7.15. 


FRUITS — The December reductions 
in prices on cling peaches, fruit cock- 
tail and fruits-for-salad made by some 
of the larger canning interests have not 
resulted in the increased business an- 
ticipated by some. The most noticeable 
improvement has been the stepping up in 
orders for shipment, rather than in sales, 
but with some this has been almost as 
welcome as new business. Pressure is 
now being brought by certain distribu- 
tors to induce canners to make similar 
reductions on other items in the fruit 
list, but apricots and pears seem in such 
good shape statistically that no changes 
in lists seem in sight. In peaches the 
large holdings are centered on fancy and 
choice in No. 2%s and smaller sizes, with 
water and pie grades in No. 10s in short- 
est supply. This is also true to a lesser 
extent in apricots where no water halves 
seem available under $5.00, or solid pack 
fruit for less than $6.50. 


PINEAPPLE — The demand for can- 
ned pineapple is keeping up well, with 
canners hard put in some instances to 
keep pace with shipping instructions. 
Prices remain unchanged, despite the 
fact that prices on competing fruits are 
lower. It has been a long time since 
there was enough of pineapple of all 
grades to meet the demand and the pub- 
lic is still buying freely. Efforts are 
being made to push the sale of crushed 
and chunks and thus take off some of the 
pressure on sliced. Juice is plentiful and 
prices steady at $3.25 for 46-oz. 


CITRUS — Citrus juices have staged 
quite a comeback, owing to a variety of 
factors, and competition for tonnage 
places growers in an enviable position. 
Heavy advertising appropriations are 
being made by some of the large canners 
and a lively market is forecast for 
spring. Prices out of California are: 
Grapefruit juice, No. 2s, $1.55, and 46 
oz., $3.55; orange juice, No. 2s, $1.40, 
and 46 oz. $3.25. Little California or- 
ange juice is to be had and inventories 
of wholesalers are held to be very low. 


APPLE SAUCE — California apple 
sauce is moving off more freely, now that 
fresh apples are in limited supply and 
higher in price. Strictly fancy No. 303 
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is selling at $1.25 and No. 2s at $1.40 for 
the better known brands. Pack figures 
have not been released, as yet, but the 
output was undoubtedly the largest ever 
made. 


SARDINES — The sardine season in 
the San Francisco and Monterey dis- 
tricts comes to an end on January 15, 
with the catch far ahead of that of last 
season. Landings at Monterey have been 
about three times those of a year ago, 
while at San Francisco they have been 
more than twenty times larger. The 
total pack for California to December 25 
totaled 3,634,456 cases. The market has 
softened again and prices are now $3.75 
for No. 1 tall natural, $4.25 for No. 1 
tall with tomato sauce, and $5.75 for 
1-lb. ovals in tomato sauce. 


TUNA—tThe recent joining of forces 
of two large tuna canneries in southern 
California has aided in stabilizing the 
market somewhat for this fish and the 
downward trend in price seems to have 
been checked. Halves, fancy light meat 
are now quoted at $13.25, standard 
$12.25, chunks and flakes $11.00 and 
grated $10.25. No. 1s are quoted at 
$25.50 for fancy light meat, $23.50 for 
standard, $21.00 for chunks and flakes 
and $19.50 for grated. 


SALMON—Several prominent salmon 
packers are completely sold out of No. 1 


talls Alaska reds, and are compelled to 
turn down offers at $26.00. At the same 
time they find difficulty in moving cohoes 
at $22.00 and pinks at $16.00. Chums 
are moving slowly, even in markets 
which formerly took sizeable quantities. 


GULF STATES MARKET 


Spring Weather Increases Shrimp Production 
—Shrimp Exports Up—Oyster Canning Un- 
derway—Atomic Energy In Fishery Research 
—Storage Temperatures And Fish Spoilage. 


By “Bayou” 


Mobile, Ala., Jan. 11, 1950 


SHRIMP—With the mercury in the 
thermometer rising here to a maximum 
of 70 to 73 degrees F., the trees budding, 
flowers blooming, ants and insects mak- 
ing their appearance, it looks like “Old 
Man Winter” is taking time-out. 


The warm days that we had last week 
brought out the shrimp and production 
of them last week was 2,122 barrels 
greater than the previous week, as 2,765 
barrels were produced last week and 643 
barrels the previous week. The canneries 
in Louisiana received 303 barrels last 
week and 150 barrels the previous week. 

Landings of shrimp for the week end- 


Sellers of 
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ing January 6, 1950 were as follows: 
Louisiana 1,450 barrels, including 303 
barrels for canning; Alabama 23 bar- 
rels; Florida (Apalachicola) 31 barrels; 
and Texas 1,261 barrels. 


Shrimp vessels in Mississippi did not 
operate during the week. 


As reported by all Market News Of- 
fices last week, total holdings of frozen 
shrimp increased 133,440 pounds and 
were approximately 515,000 pounds less 
than four weeks ago. Total holdings 
were approximately 12,900 pounds less 
than one year ago. 


Cold storage holdings of shrimp on 
January 6, 1950 were 3,112,139 pounds. 

The canneries in Louisiana, Missis- 
sippi and Alabama reported that 922 
standard cases of shrimp were canned 
during the week ending December 31, 
1949 which brought the pack for the sea- 
son to 554,969 standard cases as com- 
pared to 484,429 standard cases packed 
during the same period last season. 


EXPORTS OF CANNED SHRIMP— 
Jan.-Sept. (Preliminary) According to 
the Office of Internal Trade, Department 
of Commerce, United States exports of 
canned shrimp during the first nine 
months of 1949 were almost 900,000 
pounds larger than shipments during the 
corresponding period of 1948, but were 
286,000 pounds less than the exports of 
the first nine months of 1947. Aside from 
exports of more than 1,000,000 pounds to 
the United Kingdom in 1947 and more 
than 800,000 pounds to Canada jin 1949, 
canned shrimp sales to foreign customers 
have been small compared to the sales 
of canned sardines and canned salmon. 


Prices of shrimp have been about 20 
per cent lower on the average in 1949 
than in 1948 but sales in 1949, except to 
Canada, show no significant change. Ef- 
fective January 1, 1949, the Canadian 
Government lifted import restrictions on 
all shellfish products including canned 
shrimp. These items had previously been 
on the prohibited list of import commodi- 
ties and the termination of restrictions 
re-opened a market to United States 
shrimp canners which, in the pre-war 
years 1934-38, had averaged more than 
1,000,000 pounds annually. 

Exports of canned shrimp January 
through September were in 1949—1,143,- 
000 pounds valued at $925,000; in 1948— 
245,000 pounds valued at $253,000; and 
in 1947—1,429,000 pounds valued at 
$1,342,000. 


OYSTERS—Production of oysters in- 
creased considerably last week over the 
previous week as 11,638 barrels were 
produced last week and 4,419 barrels 
the previous week or a hike of 7,219 bar- 
rels. Landings of oysters for the week 
ending January 6, 1950 were as follows: 
Louisiana 6,157 barrels, including 2,319 
barrels for canning; Alabama 4,975 bar- 
rels, including 4,600 barrels for canning; 
Florida (Apalachicola) 321 barrels; and 
Texas 185 barrels, 
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The canning of oysters has started in 
Louisiana and Alabama. 


“ATOMIC ENERGY TO AID SHELL 
FISHERY RESEARCH—An agreement 
has been concluded between the U. S. 
Fish and Wildlife Service and _ the 
Atomic Energy Commission to conduct 
cooperative research on _ shellfish and 
other marine organisms using radioac- 
tive tracer methods. 

The acting director of the Service an- 
nounced October 14 that the new re- 
search project—a survey of radioactivity 
in marine invertibrate animals—will be 
conducted at the U. S. Fisheries Biolog- 
ical Laboratory at Beaufort, N. C. 

One main objective of the study is to 
learn more about the accumulation in 
marine life of radioactive material and 
its possible effects on shellfish. Another 
objective is to learn more about the na- 
tural foods required by oysters for 
growth and fattening. Conditioning oys- 
ters for market has always been a prob- 
lem for oyster growers.” 


“STORAGE TEMPERATURE AND 
FISH SPOILAGE—Studies made by the 
Fisheries Research Board of Canada and 
reported in their Progress Reports point 
up some interesting facts about fish 
spoilage. Research showed that the re- 
duction of a few degrees in temperature 
of storage made a marked difference in 
the keeping time of the fish. 

To examine the relationship between 
storage temperature and keeping time, 
a number of experiments were conducted. 
Although they were not carried out on a 
full commercial scale, they were done 
with fresh, one-day-old, iced, gutted cod 
taken directly from trawler and also 
with commercial cod and haddock fillets 
prepared and boxed in a regular fish 
plant. Results were believed similar to 
what would occur under commercial con- 
ditions. 

Samples of gutted cod were stored at 
32 degrees, 37 degrees, 41 degrees, and 
50 degrees F., representing various tem- 
peratures that may be found in differ- 
ent parts of a fishing vessel or in a fish 
plant. Fish held at 32 degrees F. kept 
8 days before spoilage odors occurred; 
those at 37 degrees F., for 5 days; at 41 
degrees F., 3% days; and at 50 degrees 
F., 1% days. Whenever the experiments 
were made, the results were very much 
the same. 

The picture was similar with the fil- 
lets. For example, boxes of fillets repre- 
senting a normal selection from the cut- 
ting room of a fish plant showed the fol- 
lowing results. Those held at 31.5 de- 
grees F. kept for 11 to 12 days; at 33 de- 
grees F., 6 to 8 days; at 37 degrees F., 
5 to 6 days; at 45 degrees F., 2 to 3 
days; and 77 degrees F., 20 to 30 hours. 

Furthermore, storage experiments 
showed that regardless of the rate at 
which most commercial fillets spoil at 
37 degrees F., the storage time is ap- 
proximately doubled by reducing the 
storage temperature to 31 degrees or 32 
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degrees F. In other words, a fish pro- 
cessor producing a quality of fillet that 
will keep 2 days at 37 degrees F. can in- 
crease the keeping time 2 more days by 
reducing temperature to 31 degrees or 
32 degrees F. However, if by increasing 
sanitation and care of the fillets, the 
initial quality is so improved that they 
last for 6 or 7 days at 37 degrees F., an- 
other 6 or 7 days can be added by reduc- 
ing the storage temperature another 5 
to 6 degrees. 

And this all emphasizes one important 
point—the practical value of maintain- 
ing low temperature storage of fresh 
fishery products.” 

(Above quoted from U. S. Fish and 
Wildlife Service, New Orleans, La., No- 
vember 18, 1949.) 


NEW FORK TRUCK 
ATTACHMENT 


A gravity-dump grading fork attach- 
ment for fast, safe handling of bulk ma- 
terials too large to pass through a 2'%4- 
inch screen, has been introduced by Clark 
Equipment Company’s Industrial Truck 
Division. 

The attachment is applicable to all 
models of Clark fork-lift trucks of 2000 
lb. capacity and up, and is readily inter- 
changeable with standard forks and at- 
tachments for counting on standard up- 
rights or Clark’s Hi-Lo-Stack. 


The fork has %-inch-diameter remov- 
able tines spaced on 1-inch centers; mak- 
ing it simple to change the tine-spacing 
for handling coke, coal of larger sizes, 
sugar cane, vegetables, hides, stockyard 
litter, bones, corn cobs and similar ma- 
terials. The tines enter the material 
more readily than a shovel, thus requir- 
ing less tractive effort. 

Literature describing the new attach- 
ment may be obtained by request to 
Clark Equipment Company, Industrial 
Truck Division, Battle Creek, Michigan. 
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ALL-AMERICA VEGETABLE 
SELECTIONS 


Uconn Squash and TopCrop Snapbean 
merit Gold Medal awards, the highest 
recommendation possible for a new 
variety to merit and achievement. 


Uconn is a true bush form of the 
popular Acorn or Table Queen type 
squash. There is no waste or loss of 
fruit. It is used early in the season as 
a summer squash and surplus fruits are 
left for maturity and stored for winter 
squash, 


Developed by Dr. L. C. Curtis, while 
with the University of Connecticut Ex- 
periment Station, from crossing Acorn 
with the 1938 Silver Medal winning 
Early Prolific Straightneck variety, 
Uconn has the shape, green skin color 
and buttery consistency and flavor of 
Acorn along with the bush form, earli- 
ness and heavy production of the 
Straightneck. 


With bush form, Uconn fits into the 
home garden and is easily cultivated, oc- 
cupying only three by three feet, instead 
of having the runners or vines like 
Acorn. The heavier production, earli- 
ness and ease of cultivation by wheel hoe 
or tractor, make Uconn extremely im- 
portant to market gardeners. 


Topcrop bush snapbean was created 
by Dr. W. J. Zaumeyer, Bureau of Plant 
Industry Station of the U.S.D.A., at 
Beltsville, Maryland. Of particular eco- 
nomic importance because of the wide 
and varied uses of snapbeans, Topcrop 
is of highest eating quality, green, 
round-podded, stringless and fiberless. It 
is the heaviest bearer of all the popular 
varieties of bushbeans in the important 
bean producing sections and the new 
bean to plant and to eat. 


TOPCROP 
Topcrop has several distinct advan- 
tages over the 1933 Gold Medal winning 
Tendergreen, which has accounted for 
about forty percent of all snapbeans 
grown in America. First, it has almost 


doubled the yield of Tendergreen in these 
bean sections and considerably out- 
yielded other popular varieties well over 
the country. 


It is early and holds in edible condi- 
tion over a longer period because the 
pods mature slowly and are very fleshy. 
It concentrates its bearing, so the many 
pods may be gathered in two or three 
heavy pickings instead of producing a 
few pods at a time over a longer period. 
Most important, and which largely ac- 
counts for its outyielding other good 
varieties, is its disease resistance. It 
seems entirely immune to the common 
bean mosaic and to greasy-pod or shiny- 
pod virus disease, which effect. plant 
growth and the production of edible pods. 


In Topcrop, we therefore have heaviest 
production and the highest quality snap- 
bean for the table, for canning and for 
freezing. Seventeen of America’s most 
dependable seed bean growers were 
furnished stock seeds for increase and 
they have produced the largest quantity 
believed ever to have been available for 
any vegetable introduction. It is that 
good and important and should be avail- 
able to gardeners conveniently from 
seedsmen in the United States and 
Canada this season for the first time. 
There is never enough seed to supply the 
full demand for a new All-America 
Selection, however, so early orders are 
advised. 


FIRST VEGETABLES SINCE 1935 

Except for the 1949 introduction, 
Caserta Squash, these two new 1950 win- 
ners are the only vegetables meriting 
Gold Medals since 1935. There have 
been a few Silver and Bronze Medal 
awards and more Honorable Mentions, 
but a variety must be an outstanding 
achievement to obtain Gold Medal dis- 
tinction from its behavior in comparison 
with other similar varieties in the 
twenty All-America vegetable trial 
grounds over the United States and 
southern Canada. 


All-America Selections provides the 
only accredited and accepted registra- 


tion, testing, and rating of new varieties 
in North America. It is a non-profit 
corporation for the coordination of 
horticultural research from all over the 
world and provides guidance on new 
vegetable and flower varieties to the seed 
industry as well as to gardeners and 
planters. 


The recommended varieties may be de- 
pended upon wherever such kinds of 
vegetables are successfully grown. If 
snapbeans are grown in a locality, Top- 
crop is well worthy of planting. If 
summer or winter squash is grown, 
Uconn certainly should be tried. Indi- 
vidual tastes and market acceptance will 
eventually determine the extent to which 
any variety reaches popularity. How- 
ever, the thorough pre-introductory test- 
ing and screening in All-America trials 
provide planting guidance of utmost 
importance. 


FOOD MACHINERY PRESIDENT 
TO SPEAK 


A three-day conference of the Ameri- 
can Management Association is sched- 
uled for San Francisco, California, Janu- 
ary 18-20, to consider such broad fields 
as the challenge of research and tech- 
nology and the changing concept of se- 
curity. Paul L. Davies, president of the 
Food Machinery and Chemical Corp., is 
to speak on “Added Management Re- 
sponsibilities in 1950”, and A. C. Beeson, 
director of industrial relations for this 
concern is to act as chairman of the 
second morning session. 


BROKER FIRM DISSOLVES 


Fisher-Maurer Co., Syracuse, N. Y. 
food brokers, announce dissolution of the 
partnership. Fred Maurer has resumed 
brokerage operations as the Maurer 
Sales Co., at 514 Onondago County Sav- 
ings Bank Building, Syracuse, 2, and 
Tom Fisher is continuing in the broker- 
age business under his own name, with 
offices at 107 Archer Road, Syracuse, 9. 


Whatever your needs state them 
in the WANTED and FOR SALE 
pages of THE CANNING TRADE 


QUICK RESULTS e SMALL COST 


LEWIS & AYLESBURY 


1206 MAPLE AVE., LOS ANGELES 15, CALIFORNIA 
30 Years of Efficient Sales Service 
COVERING ALL SOUTHERN CALIFORNIA 
CANNED FOODS 


Canners Featured Brands & Private Labels 
Zsj@] Complete Brokerage Service, Specialty Sales Force 


Represented at the Convention by: E. T. Aylesbury - Reese Lewis 
Room 456—HADDON HALL 
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A COMPLETE COURSE IN CANNING 


The Industry’s Cook Book for over 40 years 
SEVENTH EDITION, COMPLETELY REVISED 


canons 


FOR MANAGERS, 
» 380 pages of proven pro- 


cedure and formulae for 
BROKERS everything ‘‘Canable”. 
AND BUYERS 


"| would not take $1,000.00 for my 


Size 6x9, 380 Pages Beautifully Bound copy If | could not get another." 


Stamped in Gold —a famous processor 
All the newest times and temperatures .. . Used by Food Processors to check times, 
All the newest and latest products .... temperatures and RIGHT procedure ... . 
Fruits Vegetables Meats Milk by Distributors to KNOW canned foods .. . 
Soups e Preserves e Pickles e Condiments by Home Economists to TEACH the subject of 
Juices e Butters e Dry Packs (soaked) food preservation. 


Dog Foods and Specialties in minute detail, 
with full instructions from the growing through 
to the warehouse. . . . ordirect. Price $10. postpaid. 


For sale by all supply houses and dealers 


Published and Copyrighted By 
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Since 1878—The Canned Foods Authority 
BALTIMORE 2, 20 South Gay Street, MARYLAND 
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(Spot prices per dozen F.O.B. 
cannery unless otherwise 


specified.) 
VEGETABLES 
BEANS, StriNcLess, GREEN 
MARYLAND 
Fey., Fr. Sliced, No. 2.......... 1.40-1.50 
No. 303 1.35 
No. 10 7.25-7.50 
Ex. Std., Cut, No. 2... 1.30-1.40 
No. 10 6.50-7.00 
No. 10 6.00 
WISCONSIN 
No. 2, Fey., Cut, Gr., 2 sV....0000002.15 
4 sv. 1.65 
EX, Std, 4 SV. £001.45 
5 sv. 1.30-1.35 
Std., Cut, 5 sv. 1.25 
No. 10, Fey., Cut, 2-3 sv. 
Ex. Std., 5 sv. 7.50 
Std., 5 sv. 6.25 
NorTHWEST 
2.70 
Fey., Cut, 4 sv. omnes 
Sed... Cut, Ma. 1.05-1.15 
No. 10 6.50-6.75 
Ex. Std., Cut No. 2 +1.25-1.380 
TEXAS 
No. 2 1.15-1.20 
No. 10, Std., Cut, 4 sv.........5.75-6.00 
No. 2, Ex. Std., Wh., 1, 2, 
3 sv. 1.75 
No. 10, Ex. Std., Wh., 
4 sv. 8.00-8.50 


BEANS, LIMA 
Md., No. 303, 60 to 


1.30-1.45 
10.00-10.50 
Wis., No. 308, Timy 2.65 
Small 2.30 
Medium 2.00 
No. 2, Tiny gr. 2.85 
Small 2.55 
Medium 2.10 
Texas, All Gr., No. 2, Tiny........ : 25 
.00 
No. 10 ro 00 
1.75 
No. 10 8.75 
West Coast, Gr., No. 303....2.85-2.45 
No. 10 12.50-13.50 
80% Gr., NO. 808 
No. 2 2.25-2.50 
No. 10 11.50-12.50 
BEETS 
East, Fey., Cut, No. 2.......... 1.05-1.15 
No. 10 5.00-5.50 
No. 2, Fey. 10/0 1.50 
Mid-west, Fey., Cut, No. 2..1.00-1.05 
No. 10 4.25-4.50 
No. 10 5.25 
Texas, No. 2, Fey., Cut 
or diced 1.00 
No. 10 4.75 
No. 10 5.25-5.75 
Fey., No. 2, Wh. 10/0 ct.....1.25-1.30 
No. 10 6.00-6.50 
No. 10 8.00 
50/0 2.10 
No. 10 10.25 
Whole, No, 10, 60-70 6.00 
CARROTS 
No. 10 4.75-5.00 
No. 2, 1.00-1.10 
No. 10 4.75-5.25 
Texas, Fey., Diced, No. 2 .......... .95 
Fey., No. 10 4.50 
No. 10 4.75 
CORN 
MIDWEST 
Fey., W.K., Gold., No. 2......1.35-1.45 
No. 1 1.00-1.05 
No. 363 1.15-1.25 
No. 10 7.50-8.00 
Ex. Std., 12 oz, Vac. ..........1.00-1.10 
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No. 308 ...... 95-1.00 
No. 2 a 10-1.20 
No. 10 6.40-6.50 
Std., No. 2 1.00 
Fey., C.S., Gold., No. 2........ 1.25-1.40 
No. 1 -90 
No. 303 1.20 
No. 10 7.50 
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No. 2 1.10-1.20 
No. 10 6.00-6.25 
1.00-1.05 
No. 10 5.75 
East 
Fey., W.K., Gold., No. 2......1.35-1.40 
No. 303 1,20-1.35 
No .10 7.50 
1.15-1.20 
No. 303 1.00-1.10 
No. 10 6.50-6.75 
Std., No. 2 1.00-1.05 
Fey., C.S., Gold., No. 2........ 1.30-1.40 
No. 303 1,20-1.25 
No. 10 7.50 
-80- .85 
-95-1.05 
No. 2 1.10-1.15 
No. 10 7.00 
No. 2 -95-1.00 
No. 10 6.25 
PEAS 


MARYLAND, ALASKAS 
Ex. Std., 2 sv., No. 2 
Ex. Std., 3 sv., No. 1 

No. 2 


No. 10 

4 sv. 7.00-7.25 

6.75-7.00 
Ex. Std., Ung., No. 2......... 


Std., 3 sv., No. 
No. 2 


No. 10 6.50-6.75 
No. 2 1.00 
No. 10 5.75-6.25 
Std., Ungraded, No. 2 .........0008 1.00 
No. 10 6.50 
MARYLAND, SWEET 
No. 303, Fey., Ungraded.......... 
Ex. Std. 1.20 
Std. 1.00 
No. 2, Std., 
No. 2, Ex. Std., Ungraded..........1.25 
3 sv. 1.30 
4 sv. 1.25 
Fey., 4 sv., No. 10 8.50 
Ex Std., 8 sv., No. 8.50 
4 sv. 7.75 
5 av. 7.00 
Ungraded 007.25 
No. 10, Std., Ungraded........ 6.25-6.50 
New York, SwEETs 
No, 2, Fey., 2 sv. ....... 2.25 
3 sv. 1.75-1.85 
No. 10 9.00-9.25 
4 sv. 1.55-1.70 
No. 10 8.50 
5 sv. 1.40-1.50 
Ungraded 1.50-1.65 
No. 10 8.00 
4 sv. 1.30 
No. 10 7.50 
5 sv. 1.20 
No. 10 7.00 


Mipwest ALASKAS 
No. 308, Fey., 3 


No. 303, Ex. Std., 3 sv.........1.15-1.20 
No. 2, Fey., 1 8. 2502.60 
2 sv. 2.30-2.35 
3 sv. 1,60-1.65 
No. 2, Ex. Std., 3 sv. .......01.25-1.35 
4 sv. 1.10-1.15 
8521.40 
3 sv. 1.10-1.15 
4 sv. 1.05 
No. 10, Ex. Std, 2 sv. 
3 sv. 7.25-7.50 
Mipwest SWEETs 
2.50 
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No. 2 1.65 
5 sv. 1.35 
Ungraded 1.55 
No. 303, Ex. Std., 3 sv. .. 
4 sv. 
5 sv. 1.60 
No. 2, Ex. Std., Ungraded.......... 1.40 
No. 10, 6.75 
No. 10, Ex. Std., 5 sv. . 
4 sv. 
No. 2, Sti, 5 SV. 1.05 
NorTHWEST 
Sweets, Fey., No. 2, 3 sv.....1.75-1.80 
4 sv. 1.50-1.55 
POTATOES, 
Md., Fey., Sy., No. 3, Sq.....1.85-2.00 
No. 2% 2.00-2.25 
No. 3, Vac. 1.80-1.95 
Temas, By. Nes 1.70 
No. 2% 1.95 
No. 10 7.75 
SAUERKRAUT 
No. 10 3.90 
Midwest, Fey., No. 2%........ 1.05-1.15 
No. 10 3.50-3.70 
No. 10 4.50 
SPINACH 
Balto., Fey., No. 1.25-1.40 
No. 2% 1.60-1.75 
No. 10 5.25-6.50 
No. 2% 1.60 
No. 10 5.25 
Ozark, Fey., No. 2 1.10-1.15 
No. 2% 1.45-1.50 
No. 10 5.15-5.25 
1.17% 
No. 10 5.60 
TOMATOES 
Tri-States, Std., No. 1.......... -80- .85 
1.15-1.20 
No. 2% 1.65-1.70 
No. 10 5.75-6.00 
No. 2 1.25-1.35 
No. 2% 1.75-1.95 
No. 10 7.00-7.25 
Midwest, Fey., No. 2 2.00 
No. 2% 2.00-2.25 
No. 10 7.00-7.25 
No. 2, Std. 1.20-1.25 
N. Y., Ex. Std., No. 2.....0.. 1.40-1.50 
No. 2% 2.00 
No. 10 6.50-7.00 
Ozarks, No. 2 1.20-1.25 
No. 303 1.15 
No. 2 1.25 
No. 10 6.00 
2.05-2.25 
No. 2% 2.00-2.25 
No. 10 8.00-8.25 
Std., No. 303 1.20 
No. 2 1.30 
No. 2% 1.55-1.60 
No. 10 6.00-6.25 
TOMATO CATSUP 
-1.50-1.60 
Mid-West, Fey., 14 oz. ........ 1.50-1.60 
1.35-1.40 
FRUITS 
APPLES 
Va., Sl. Pie, No. 2 ... 
Pa., No. 2 
7.00-7.50 


APPLE SAUCE 
N. Y., Pa., Va., Mipwest 


1.10-1.15 
No. 2 1.25-1.35 
No. 10 5.50-6.00 
Calif., Fey., No. 308 ............1.15-1.25 
No, 2 1.22%4-1.40 


APRICOTS 
Halves, Fey., No. 2%........... 2.50-2.70 
No. 10 9.00 
Choice, No. 2% 2.35-2.65 
No. 10 8.50-8.75 
No. 10 
Fey., No. 24%, Wh. Peeled.......... 2.70 
Ch., No. 24%, Wh. Peeled.......... 2.50 
Ch., No. 2%, Wh., 


FRUIT COCKTAIL 


No. 2% 2.95 
No. 10 10.60 

1.6714-1.70 
No. 2% : 2.8214-2.85 
No. 10 10.20 

PEACHES 

Calif. Y.C., Fey., No. 2%4....2.00-2.15 
No. 10 8.25-8.40 

No. 10 7.50-7.70 

Std., No. 2% 1.80 
No. 10 6.70-6.85 

PEARS 

Calif. Bart., Fey., No. 214..2.85-3.00 

Choice, No. 214 2.70-2.95 

Std., No. 2% 2.35-2.50 

PINEAPPLE 

Texas, Fey. Chunks, No. 2, 

Ex. Hy. Sy. 2.25 
Broken Slices, No. 10 ...........:+ 9.50 
JUICES 
CITRUS, BLENDED 

GD 3.45 
No. 10 7.00 

46 oz. 3.50 

GRAPEFRUIT 

Fla., No. 2 1.55 
46 oz. 3.60-3.70 
No. 10 7.25 

46 oz. 3.40 

Ter, NO 1.50-1.55 
46 oz. 3.45-3.55 

No. 10 6.55-6.75 
ORANGE 

Fla., No. 2 1.42% 
46 oz. 3.30 
No. 10 6.75 

46 oz. 3.25 

TOMATO 

46 oz. 2.25-2.30 
No. 10 4.45-4.65 

46 oz. 2.10-2.25 

Mid-West, Fey., 6 02. 571 
12 oz. -79 

No. 2 1.05-1.10 
46 oz. 2.15-2.30 

Calif., Fey., No. 2.......... 1.0214-1.07% 
46 oz. 2.25-2.40 

FISH 
OYSTERS 

6% oz. 5.50 
SALMON—PER CasE 

14’s 15.00 

Med. Red., No. 1 T............. 20.50-21.00 
12.50 

15.50-16.00 
9.75-10.00 

Chums, No. 1 T 15.00 
8-75-9.00 

Sockeye, No. 1 T 25.50 
16.00-17.00 

SARDINES—PEr Case 
Maine, %4 Oil Keyless .......... 7.00-7.50 
Calif., 1 Ib. ovals with 
Tomato Sauce ................ 6.00-6.50 
SHRIMP 

5 oz., Small 4.00 
Medium 4.35 
Large 4.75 
Jumbo 5.00 

TUNA—PER CasE 

Fey., White, 14.56 
Std. 13.50 
Grated 12.50 

Fey., Light meat, 14’s ....13.00-13.50 
Std. 12.00-12.50 
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SOCIAL EVENTS 


A special edition of this publication 
would be required to list all of the pri- 
vate and public entertainment features. 
If a man was bent on entertainment to 
the exclusion of all else, and some are, he 
could spend all of his waking hours, and 
some do, in a merry round of pleasure. 
Beginning some four of five o’clock in the 
evening and continuing to the wee hours 
of the morning every hotel on the beach 
is a virtual three-ring circus. No schedule 
of those events is needed and none, of 
course, will be attempted. The following 
popular public affairs are listed for the 
record. 


Brokers Annual Banquet, Tuesday, 
January 24, Grand Ballroom, Auditori- 
um, 7:00 P.M.—Before the turn of the 
year President Watson Rogers had the 
“sold-out” sign on just about everything 
connected with the brokers’ convention. 
The banquet is no exception. The larg- 
est ticket sale in the history of N.F.B.A. 
is the record for 1950. Bob Crosby, 
radio and screen star, will perform as 
Master of Ceremonies. An all star cast 
of artists will support Mr. Crosby. Brok- 
ers and their guests are in for an enjoy- 
able evening. 


Young Guard Banquet, American Room, 
Hotel Traymore, Friday, January 27, 
7:00 P.M.—While the entertainment fea- 
tures have not been publicly announced, 


Young Guarders know from experience 
that they can expect a top notch show, 
chock full of talent. Chairman Eddie 
Woelper and his committee are old hands 
in selecting a show, and when they say 
the 1950 entertainment will be even bet- 
ter than ever—’nuff said. 

Secretary Bob Eirich advises that one 
letter practically sold the show. There 
are, however, one or two tables left at 
this writing. While the Young Guard 
will maintain headquarters at the Clar- 
idge Hotel, Room 1905, no tickets will be 
sold at Atlantic City. Prior to the Con- 
vention Bob may be reached at his of- 
fice, 1600 S. Clinton Street, Baltimore, 
Maryland. 


C.M.S.A. Dinner-Dance, Hotel Claridge, 
Saturday, January 28, 7:00 P.M.—One 
of the more formal and always enjoy- 
able events on the convention social cal- 
ender, this annual dinner-dance and en- 
tertainment, sponsored by the Canning 
Machinery & Supplies Association, never 
fails to draw a maximum attendance. 
While it is hardly likely that any unsold 
tickets are left, we would suggest that 
those who failed to secure them earlier, 
contact the Association office at Battle 
Creek, Michigan, immediately. Judging 
from past performances, it will be next 
to impossible to obtain them at Atlantic 
City. 


Old Guard Dinner, Claridge Hotel, 
Sunday, January 29, 6:30 P.M.—Because 
Regional Dinners of the Old Guard were 
held at Milwaukee and Buffalo this year, 


the usual entertainment features of the 
Annual Old Guard Dinner are being 
eliminated this year. There will, how- 
ever, be a reception at 6:30 prior to the 
dinner at 7:00. President Bill Schorer 
will preside, and as is customary, will 
present, Diamond, Ruby and Gold Pins. 
Just as last year, Old Guarders are asked 
to bring along their wives. Prospective 
Old Guarders are also invited. Secretary 
Sam Gorsline has announced that the 
dinner will be over in plenty of time for 
attendance at the Romberg show, which 
begins at 8:45 o’clock. As a matter of 
fact, he has announced that tickets for 
the Theatre Party will be available at 
the Old Guard Dinner. 


C.M.S.A. Theatre Party, Warner Thea- 
tre, Sunday, January 29, 8:45 P.M.—Sig- 
mund Romberg, nationally known com- 
poser, and his famous 45 piece concert 
orchestra, will be the featured enter- 
tainment attraction during the annual 
C.M.S.A. Theatre Party. Romberg, who 
came to America in 1909 as a youth, has 
written such outstanding scores as “Stu- 
dent Prince”, “Blossom Time”, “New 
Moon”, “Maytime” and many others. He 
will personally direct the orchestra and 
soloists in such favorites as “Lover 
Come Back to Me”, “One Alone”, “Stout 
Hearted Men”, and “My Maryland”. Dur- 
ing his career in America, the composer 
has written many scores for the Shu- 
berts, well known producers. Attendance 
at the Romberg program will be compli- 
mentary. Tickets will be available at 
exhibitors’ booths. 


CALENDAR OF 


JANUARY 18-20, 1950—Annual Win- 
ter Meeting, National Macaroni Manu- 
facturers Association, Hotel Flamingo, 
Miami Beach, Fla. 


JANUARY 27, 1950 — Mid-Winter 
Meeting, National Pickle Packers Asso- 
ciation, Roosevelt Hotel, New York, 


JANUARY 23-24, 1950—Annual Con- 
vention, Canadian Food Processors Asso- 
ciation, Montreal, Quebec, Canada. 

JANUARY 31-FEBRUARY 3, 1950— 
Annual Convention, Frozen Food Indus- 
try, Congress Hotel, Chicago, Ill. 

FEBRUARY 3, 1950—10 A.M., Fed- 
eral Trade Commission Trade Practice 
Conference for the Grocery Industry, 
Statler Hotel, Washington, D. C. 


FEBRUARY 6-15, 1950—Canners and 
Frozen Food Packers School, Oregon 
State College, Corvallis, Ore. 

FEBRUARY 18-14, 1950 — Annual 
Meeting, Tennessee - Kentucky Canners 
Association, Andrew Jackson Hotel, 
Nashville, Tenn. 
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FEBRUARY 15-17, 1950—Annual In- 
diana Canners & Fieldmen’s School, Pur- 
due University, Union Building, Lafay- 
ette, Ind. 


FEBRUARY 16-17, 1950—8rd Annual 
Short Course for Canners’ Field Men, 
University of Minnesota and Minnesota 
Canners Association, Radisson Hotel, 
Minneapolis, Minn. 


FEBRUARY 9-10, 1950—42nd Annual 
Convention, Ozark Canners Association, 
Colonial Hotel, Springfield, Mo. 


MARCH 9-10, 1950—Annual Fruit & 
Vegetable Cutting Bee, Canners League 
of California, Fairmont Hotel, San Fran- 
cisco, Calif. 


MARCH 10-11, 1950—Annual Meeting, 
Utah Canners Association, Hotel Utah, 
Salt Lake City, Utah. 

MARCH 12-14, 1950 — Annual Meet- 


ing, Northwest Canners Association, 
Multnomah Hotel, Portland, Ore. 


MARCH 18-24, 1950 — Short Course 
for Cannery Fieldmen, Wisconsin Can- 
ners Association, University of Wiscon- 
sin, Madison, Wis. 


THE CANNING TRADE 


MARCH 15-17, 1950 — Annual Meet- 
ing, Northwest Canners Association, 
Multnomah Hotel, Portland, Ore. 


MARCH 20-21, 1950 Annual Meet- 
ing, Canners League of California, Santa 
Barbara, Calif. 


APRIL 20, 1950—Spring Meeting, In- 
diana Canners Association, Claypool 
Hotel, Indianapolis, Ind. 


MAY 7-10, 1950—40th Annual Con. 
vention, Flavoring Extract Manufactur- 
ers Association of America, Traymore 
Hotel, Atlantic City, N. J. 


MAY 14-18, 1950 — Annual Conven- 
tion, Super Market Institute, Chicago, 
Ill. 


MAY 21-24, 1950—Annual Convention, 
American Spice Trade Association, 
Shawnee Inn, Shawnee-on-the-Delaware. 
Pa. 


MAY 24-26, 1950— Annual Meeting, 
Central Atlantic States Association of 
Food & Drug Officials, Chalfont Hotel, 
Atlantie City, N. J. 


JUNE 29-JULY 1, 1950 — Midyear 
Meeting, Grocery Manufacturers of 


America, Greenbrier Hotel, White Su!- 
phur Springs, W. Va. 
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There is many a firm that can readily use your unneeded equip- 
ment. It’s the opportunity for you to turn it into cash while 
fulfilling the other fellow’s need. Or you may need equipment 
yourself, or want to buy or sell or rent a cannery, or need help, 
or a job. Whatever your needs, you will get good results from 
an Ad. on this “‘Wanted and For Sale” page. The rates, per 
insertion—Straight reading, no display—one to three times per 
line 40c, four or more times per line 30c, minimum charge per 
Ad. $1.00. Count eight average words to the line, count initials, 
numbers, ete., as words. Short line counts as a full line. Use a 
box number instead of your name if you like. Forms close Wed- 
nesday noon. The Canning Trade, 20 S. Gay St., Baltimore 2, Md. 


FOR SALE—MACHINERY 


“CONSOLIDATED,” serving American Industry for Over 
25 Years—For Sale: Retorts; Filters; Mixers; Fillers; Ex- 
tractors; Cappers; Crowners; Can and Bottle Labelers; Copper 
Cooking Kettles; Glass-lined Tanks; Pumps; Vacuum Pans, etc. 
Rebuilt and guaranteed. Prompt delivery. We buy and sell from 
a single item to a complete plant. Consolidated Products Co., 
Inc., 18-20 Park Row, New York, N. Y. 


WHEN IN NEED of food processing machinery of any kind 
wire or call: Ashley Mixon, Canning Machinery Exchange, 
Plainview (West), Tex. 


We manufacture a general line of canning machinery and 
frequently take in good used equipment which we rebuild and 
offer for resale. Write us regarding your requirements for 
either new or rebuilt machinery. Copy of our new No. 900 cata- 
~ for the asking. A. K. Robins & Co., Inc., Baltimore 2, Md. 

YOUR FIRST THOUGHT for good food ond canning equip- 
ment should be the First Machinery Corp. Stainless and Copper 
Kettles, Tanks, Stills, Evaporators, Vacuum Pans and Pressure 
Vessels. Reactors, Retorts, Sterilizers; all sizes. Dryers and 
Dehydrators of all types utilizing steam, electricity or gas; 
vacuum or atmospheric. Juice extractors, Pulpers and Finish- 
ers. Colloid Mills, Homogenizers and Viscolizers. Centrifugal 
Extractors, Filter Presses. Cutters, Slicers, Dicers, Choppers, 
Grinders. Vegetable and Fruit Washers, Peelers, Blanchers, 
ete. Packaging Equipment including Fillers Labelers, ete. Com- 
plete plants for sale on location. First Machinery Corp., 157 
Hudson St., New York 13, N. Y. 


FOR SALE—Complete Tomato Line including 72 place Mer- 
ry-go-round Table with double can track, Haynie Automatic 
Scalder, Juicer, Finisher, Pulper, and all equipment necessary to 
the operation. To be sold only as a unit. Adams Foods, Inc., 
Ada, Ohio. 


FOR SALE—1 Indiana model “B” E-Z Adjust Pulper, Serial 
No. 1437, 12” flat pulley drive, tight and loose; 1 Indiana Model 
“A” E-Z Adjust Pulper, Serial No. 1525, 14” flat pulley drive, 
tight and loose; 1 FMC Kyler Boxer, Model P, Can Size #2, 
Serial No. MC167; 1 Kyler Boxer, No. 882P, Can Size #303; 
2-60” Grabill Fruit Washers; 1 new Philadelphia Filler 
(Geyer), Serial No. 1682, in original shipping crate, adjustable 
from 4 ounces to gallons, all stainless steel parts. Write: Bow- 
man Apple Products Co., Inc., Mt. Jackson, Va. 


FOR SALE—Select Equipment 2 years old, ready for shipment 
and use, from user to you; 2 Stainless Steel Tanks 750 gals., 
Agitators, Drives and 2 H.P Motors and Kook-More Koils; 2 
Stainless Steel Tanks 500 gals. with Agitators and Motors and 
Kook-More Nickle Koil; 1 Model A Juice Extractor 5 H.P. 
Motor; 1 Indiana Paddle Finisher 3 H.P. Motor, Monel Screen, 
Stainless Steel Hood & Pan, etc. The Machinery & Equipment 
Corp., 583 W. Broadway, New York, N. Y. 
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WANTED and FOR SALE 


FOR SALE—Four Vance and Baker Horizontal Square Type 
Retorts, two truck capacity, equipped with trucks, Powers 
Regulators, and automatic valves. Price $800.00 each FOB: 
Glaser’s Provisions Co., Inc., St. Joseph, Mo. 


FOR SALE—Robins #100 Pulper, equipped with .060 screen, 
complete with 5 H.P. Motor and drive; never used. Priced to 
sell. R. B. Souder, Souderton, Pa. Phone: 2413. 


FOR SALE—50 place Tomato Merry-go-round Table com- 
plete; Corn Silker and Sheboygan Corn Washer; 2 Rotary 
Pumps. All in good condition. Also Pulleys and Shaftings, all 
sizes. Will sell reasonably. The Killian, Colbert Canning Co., 
P. O. Box 6925, Baltimore 16, Md. Telephone: Sykesville, 
Md., 321-J-I. 


FOR SALE—1 16 foot Blancher; 1 Corn Shaker; 4 Peerless 
Crushed Corn Cutters; 1 500 gal. Steel Tank. Lineboro Can- 
ning Co., Ine., Lineboro, Md. 


FOR SALE—1944 Model 2% ton GMC Tractor, just paid 
$975.00 for a new engine, will sell for $1000.00; Fruehauff 
Trailer, good as new. Carroll G. Wareheim, Lineboro, Md. 


FOR SALE—Reconditioned and guaranteed 30 gal., 60 gal. 
and 80 gal. Stainless Steel and Clad Steam Jacketed Kettles. 
Rebuilt automatic and semi-automatic Labeling and Filling Ma- 
chines. Large stock stainless steel tanks, any size. Perry Equip- 
ment Corp., 1502 W. Thompson St., Philadelphia 21, Pa. 


FOR SALE—Lee Kettles. Three 50-gallon Style “C” Tilting 
Kettles mfg. by Lee, complete with valves, stand, like new; also 
one Consolidated Capem 4-head Capper used less than one year; 
and Standard Knapp ‘verte Labeler. Adv. 505, The Canning 
Trade. 


FOR SALE—Bottle Lineup. Complete lineup, capacity up to 
200 bpm, used 2 years, including: International 24-spout Vacu- 
um Filler, Capem 4-head Screw Capper with chucks for 28 mm. 
caps, Standard Knapp Vertical Labeler, Carton Gluer and 
Sealer, all interconnecting bottle and case conveyors, ete. This 
equipment if purchased new today would sell for close to 
$16,000; we will close it out for less than 50 cents on the dollar; 
subject to prior sale. Adv. 506, The Canning Trade. 


HEADQUARTERS—We are headquarters for new and re- 
conditioned bottling equipment, filters, stainless and copper 
kettles, tanks, ete. Tell us your requirements. Chas. S. Jacobo- 
witz Co., 3080 Main St., Buffalo 14, N. Y. Phone: AMherst 2100. 


FOR SALE—Peerless 12-valve Syruper; also Hand Pack 
Filler. Each with change parts for #2 and #300 cans. This 
equipment purchased new in 1947. Has never been uncrated. 
Adv. 5011, The Canning Trade. 


FOR SALE—35 HP. Loco. Type Boiler Nat. Deere app., new 
flues, excellent shell, $750; new Electric Motors 3/ 60/220, 1% 
to 20 HP at less than whlse; Scales, Toledo Dial 2800# cap., 
also Truck Seale. A. L. Luyat, P. O. Box 178-22nd. St. Sta., St. 
Petersburg 3, Fla. 


WANTED—MACHINERY 


WANTED—We are in immediate need for Stainless Steel, 
Monel, Aluminum or Copper Kettles and Vacuum Pans; Re- 
torts; Filter Presses; Labeling Machines, and Packaging Equip- 
ment. Adv. 5€7, The Canning Trade. 


WANTED—1 - 16-Valve Ayars Juice Filler. 
Serial No. Adv. 509, The Canning Trade. 


Quote price and 
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WANTED — MACHINERY — Continued 


WANTED—Canning Machinery first class condition. #4 
and #5 sieve Chisholm-Ryder Stringless Bean Pregraders, 
three-quarter and one horsepower gearhead motors AC current 
110-220 volts; Ayars #2 five or ten pocket Lima Bean and Pea 
Filler; #10 Lima Bean and Pea Filler; #10 Syruper or Briner; 
Pumpkin Wilter; Rotary Lye Peeler; Steam Hot Water Heater; 
Food Machinery Hand Pack Filler for #2 or #303 cans. Adv. 
503, The Canning Trade. 


FOR SALE—FACTORIES 


FOR SALE—Two established Single Line Corn Canneries, 
Southern Ohio. Excellent condition. Abundant water and labor. 
Grower relationship the best. Ready market in advantageous 
freight area. Adv. 49136, The Canning Trade. 


FOR SALE—Northern California Food Plant capable oper- 
ating on year round basis. Fruit and vegetable canning, and 
preserving. Capacity 200,000 cases yearly. Adv. 504, The Can- 
ning Trade. 


FOR SALE—Well located Canning Plant near large Midwest- 
ern market. Ample acreage available for peas, corn and lima 
beans. Plant suitable for conversion for freezing operation. 
Located on private siding on main line railroad. Excellent 
trucking facilities. Adv. 508, The Canning Trade. 


FOR SALE OR RENT—A small complete Cannery located in 
South Jersey. Capacity 500 cases whole tomatoes per day. We 
are open to any reasonable proposition from an experienced 
canner in regards to a sale, rent, or share proposal. Could be 
a big money maker if used for stable and specialty products. 
Adv. 5010, The Canning Trade. 


FOR SALE—Modern Canning Plant of brick construction, 
located at Woodbine, Maryland, equipped for the packing of 
peas and corn with an annual capacity of about 200,000 cases 
and storage capacity of 100,000 cases. Railroad siding, good 
water supply, all equipment in first class condition and ready 
for operation. Attendant on premises; can be inspected at any 
time. Adv. 5012, The Canning Trade. 


HELP WANTED 


WANTED—Man to take complete charge of a cannery located 
in Eastern Pennsylvania. We specialize in tomato products. 
Prefer one to invest money in this fast growing cannery. Adv. 
49135, The Canning Trade. 


SITUATIONS WANTED 


POSITION WANTED—Middle age man with 25 years labora- 
tory and production experience wants a position as Food Tech- 
nologist or Production Supervisor. Experienced on vegetables, 
dry lines, and meat and poultry specialties, including soups. 
Familiar with B. A. I. regulations. Adv. 501, The Canning 
Trade. 


POSITION WANTED—Food Products Manager, age 40 with 
22 years experience, plant lay-out, purchasing, manufacturing, 
quality control, supervision, costs, selling, preserves, jellies, 
mayonnaise syrups, fountain and bakers supplies, sauces, canned 
fruits, vegetables, meats, soups, other specialties. Available as 
General or Production Manager. Employed now but available 
on short notice. Adv. 502, The Canning Trade. 
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POSITION WANTED—As buyer or Field man for large can- 
nery or frozen food packer, along Eastern Seaboard, preferably 
Virginia, Maryland, Delaware, New Jersey or Pennsylvania. 
Have had several years experience in this line of work, especi- 
ally buying and contracting. Familiar with and have personal 
contacts in all the important vegetable growing areas from 
Florida to New York State. Have own car. Can furnish finest 
of references. Adv. 5013, The Canning Trade. 
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MISCELLANEOUS 


THERMOMETERS—We repair Mercurial Indicating Ther- 
mometers. Dial Thermometers and Recording Thermometers of 
all makes. Instruments are reconditioned like new. Satisfaction 
guaranteed. For economical savings ship your Thermometers 
to: Nurnberg Thermometer Co., 124 Livingston St., Brooklyn, 
New York. 


THE BOOK YOU NEED !! 
“fq Complete Course in Canning” 


Published by THE CANNING TRADE 


TOPFLIGHT SELF-ADHESIVE TAPE 


For POINT OF PURCHASE Advertising, 
- Package Conversion, Label Changes, Displays. 
Write For Samples, Descriptive Literature 


TOPFLIGHT TAPE COMPANY, YORK, PA. 


NATIONAL CANNERS’ 


1949 
DIRECTORY 


LIST OF THE CANNERS 
OF THE UNITED STATES 


Compiled by NATIONAL CANNERS’ ASSO- 
CIATION from authoritative sources. 


Carefully prepared and up-to-date. _Lists cor- 
rected by canners themselves; verified by com- 
petent authorities. 


Distributed Free to members of the NATIONAL 
CANNERS’ ASSOCIATION. 


Sold to the Trade at $2.00 
per copy, postage prepaid 
Personal Checks Accepted 
Address all orders to the 
National Canners’ Association 
1739 H. Street, N. W. Washington 6, D. C. 


THE CANNING TRADE January 16, 1950 
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SMILE AWHILE 


There is a saving grace in a sense of humor 
Contributions Welcomed 


CLOSED MOUTHED 


Mistress: Mary, when you wait on the table tonight 
for my guests, please don’t spill anything. 
Maid: Don’t you worry, ma’am. I never talk much. 


Visitor: And how old are you, Bobbie? 

Bobbie: I’m just at that awkward age. 

Visitor: Really? And what do you call the awk- 
ward age? 

Bobbie: I’m too old to cry and too young to swear. 


Two friends were riding a bus when one noticed that 
the other had his eyes closed. 

“What’s the matter, Mike?” he asked. 
feel good?” 

“T feel fine,” Mike replied, “but I can’t bear to see 
women standing.” 


“Don’t you 


Jim: “Yep, the engagement is off—she won’t marry 
me.” 

Joe: “Why’s that? Didn’t you tell her about your 
rich uncle?” 

Jim: “I sure did. Now she’s my aunt.” 


The fortune teller was addressing one of her clients: 
“You will be poor and unhappy until you are forty.” 

“And after that?” 

“You'll get used to it.” 


“Patrolman Smith calling,” came a voice from the 
hall. 

“What do you want?’ demanded a woman’s voice 
from within. 

“It’s your husband,” shouted the policeman. “A 
steamroller just ran over him.” 

“Well, don’t just stand there talking,’”’ commanded 
the wife. “Slide him under the door.” 


Two heavy-weight boxers chasing each other around 
the ring kept treading on the toes of the small referee. 
At last he lost patience and shouted: 

“If you guys don’t stop treading on my corns there’s 
going to be a fight!” 


THE CANNING TRADE 


January 16, 1950 


EDITORIAL 


(Continued from page 11) 


Those who can’t afford to do so can hardly afford to 
stay in business. 


The same thing applies to quality producing machin- 
ery and equipment for quality not only reduces the 
labor load but increases the sale of your product thus 
cutting costs. It applies to quality seed which is essen- 
tial for a quality product and lower operating costs; 
it applies to “take me off the shelf” labels so necessary 
in the battle for the shopper’s attention; to the ship- 
ping cases that protect them; to the cans themselves; 
to the services and other equipment and supplies ex- 
hibited by these firms who by their very membership 
in the Canning Machinery and Supplies Association 
signify the ability and the desire to help the Canner 
produce and sell more and more canned foods at a 
profit to the manufacturer and at the lowest possible 
cost to the consumer. 


Last week we spoke of plans for meeting your Brok- 
ers and outlining a sales and merchandising plan. It 
goes without saying that the Canner will attend the 
informative and helpful NCA meetings, general and 
technical. The complete program is listed on other 
pages in this issue. Mark it well and plan your activi- 
ties in advance. It’s going to be a busy and profitable 
week indeed. 


Your 
ALMANAC 


It contains the answer to most any 
question you want to know about 
the packs, acreage, yields, laws, 
regulations, labeling requirements, 
grades and Where To Buy your 
needs etc. Keep it Handy—you'll 
be surprised at its thoroughness. 
PRICE $2.00 


THE CANNING TRADE 
20 South Gay Street,  BALTIMORE-2, MARYLAND 
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GENERAL FACTORY EQUIPMENT 


AGENTS for Machinery Mfrs. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


BLANCHERS Vegetable and Fruit. 


Allan Iron & Welding Works, Inc., Rochester, N. Y. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
Huntley Manufacturing Co., Brocton, N. Y 
A. K. Robins & Co., Inc., Baltimore, Md. 
Scott Viner Co., Columbus, Ohio. 
United Co., Westminster, Md- 
BOXES (Metal), LUG, Field. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
F. Hamachek Machine Co., Kewaunee, Wis. 
A. K. Robins & Co., Inc., Baltimore, Md. 
BOXING MACHINES. 
Burt Machine Company, Baltimcre, Md. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Il. 
A. K. Robins & Co., Inc., Baltimore, Md 
BOX (Corrugated) SEALING MACHINES. 
Burt Machine Company, Baltimcre, Md. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
A. K. Robins & Co., Inc., Baltimore, Md. 
BUCKETS, PAILS AND PANS. 
Chisholm-Ryder Co.,’ Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 
CAN WASHING MACHINES. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Il. 
A. K. Robins & Co., Inc., Baltimore, Md. 
CAPPING MACHINES, Soldering. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
A. K. Robins & Co., Inc., Baltimore, Md. 
CHAIN ADJUSTERS. 
F. Hamachek Machine Co., Kewaunee, Wis. 
CLEANING AND GRADING MCHY., Fruits. 


Allan Iron & Welding Works, Inc., Rochester, N. Y. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, I]. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 
CLOCKS, Process Time. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
A. K. Robins & Co., Inc., Baltimore, Md. 
COILS, Cooking. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, IIl. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


COOKING CONTROLS. 
Aseptic Thermo Indicator Co., Los Angeles, Cal. 


CONVEYORS AND CARRIERS. 

Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
Huntley Manufacturing Co., Brocton, N. Y. 
La Porte Mat & Mfg. Co., La Porte, Ind. 

A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 

CONVEYOR BELTS, Cloth, Rubber, Wire. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
La Porte Mat & Mfg. Co., La Porte, Ind. 

A. K. Robins & Co., Inc., Baltimore, Md. 


CONVEYORS, Hydraulic. 


Berlin Chapman Company, Berlin, Wis. 

Chisholm-Ryder Co., Niagara Falls, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 
Scott Viner Co., Columbus, Ohio. 


COOKERS, Continuous, Agitating. 


Allan Iron & Welding Works, Inc., Rochester, N. Y. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III, 
A. K. Robins & Co., Inc., Baltimore, Md, 
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WHERE TO BUY 


The Machinery and Supplies you need, and the Leading Houses that supply them. Consult the advertisements for details. 


COOLERS, Continuous. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CRANES AND HOISTS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falis, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, IIl. 
A. K. Robins & Co., Inc, Balt.more, Md. 


CRATES, Iron Process. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-kyder Co., imiagara Falis, N. Y. 
Food Mchy. & Chem. Co.p., Hoopeston, Ill. 
A. K. Robins & Co., Inc., Balt.mvre, Md. 


CUTTERS OR CHOPPERS. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., hovpeston, III. 
A. K. Robins & Co., Inc., Bait-mcere, Md. 
Scott Viner Co., Columpus, Onio. 

Urschel Laboratories, Inc., Valparaiso, Ind. 


ENSILAGE STACKERS. 
F. Hamachek Machine Co., Kewaunee, Wis. 


EXHAUST BOXES. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falis, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimcre, Md. 


FACTORY TRUCKS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., tioopeston, Il. 
A. K. Robins & Co., Inc., Baltimore, Md. 


FILLING MACHINES, Can. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, II. 
A. K. Robins & Co., Inc., Baltimore, Md. 


KETTLES, Plain or Jacketed. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, II. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 


KETTLES, Process, Retorts. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


KNIVES, Miscellaneous. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


LABELING MACHINES. 


Burt Machine Company, Baltimore, Md. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Morral Bros., Morral, Ohio. 

A. K. Robins & Co., Inc., Baltimore, Md. 


MIXERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


POWER PLANT EQUIPMENT. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
F. Hamachek Machine Co., Kewaunee, Wis. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PUMPS, Air, Water, Brine, Syrup. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 
Scott Viner Co., Columbus, Ohio. 


SEWAGE DISPOSAL SYSTEMS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


SIEVES AND SCREENS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 
Scott Viner Co., Columbus, Ohio. 


SPEED REGULATORS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


STEAM BOXES, Seafoods, Vegetables, etc. 
Allan Iron & Welding Works, Inc., Rochestzr, N. Y. 


SYRUPERS AND BRINERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Feod Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


TANKS, Metal, Glass Lined, Wood. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 


VACUUM PANS. 


F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 


WASHERS, Fruit, Vegetable. 


Allan Iron & Welding Works, Inc., Rochestzr, N. Y. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 

Food Mchy. & Chem. Corp., Hoopeston, III. 
Huntley Manufacturing Co., Brocton, N. Y. 

A. K. Robins & Co., Inc., Baltimore, Md. 

Scott Viner Co., Columbus, Ohio. 

United Co., Westminster, Md. 


BEET CANNING MACHINERY 


Allan Iron & Welding Works, Inc., Rochester, N. Y 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 

Food Mchy. & Chem. Corp., Hoopeston, III. 
Huntley Manufacturing Co., Brocton, N. Y. 

A. K. Robins & Co., Inc., Baltimore, Md. 

Scott Viner Co., Columbus, Ohio. 

Urschel Laboratories, Inc., Valparaiso, Ind. 


CORN CANNING MACHINERY 


THE CANNING TRADE 


COMMINUTING MACHINE. 


Morral Bros., Morral, Ohio. 
United Co., Westminster, Md. 


CORN COOKER-FILLERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. - 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CORN CUTTERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
Morral Bros., Morral, Ohio. 

A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


CORN HUSKERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
Morral Bros., Morral, Ohio. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


CORN SHAKERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


CORN TRIMMERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
Morral Bros., Morral, Ohio. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md 
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WHERE TO BUY 


CORN WASHERS AND SILKERS. 
Berlin Chapman Company, Berlin, Wis. 
Chish6élm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 
Scott Viner Co., Columbus, Ohio. 
United Co., Westminster, Md. 


SNAP BEAN MACHINERY 


FISH CANNING MACHINERY 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, IIl. 
A. K. Robins & Co., Inc., Baltimore, Md. 


FRUIT CANNING MACHINERY 


Allan Iron & Welding Works, Inc., Rochester, N. Y. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 

Food Mchy. & Chem. Corp., Hoopeston, III. 

A. K. Robins & Co., Inc., Baltimore, Md. 

United Co., Westminster, Md. 

Urschel Labcratories, Inc., Valparaise, Ind. 


KRAUT MACHINERY 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


MILK CANNING MACHINERY 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 


BLANCHERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 
Scott Viner Co., Columbus, Ohio. 


CUTTERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 

Urschel Laboratories, Inc., Valparaiso, Ind. 


GRADERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PICKING TABLES. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Fceod Mchy. & Chem. Corp., Hoopeston, III. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


SNIPPERS. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PEA CANNERS’ MACHINERY 


TOMATO CANNING MACHINERY 


BLANCHERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, IIl. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 
Scott Viner Co., Columbus, Ohio. 
United Co., Westminster, Md. 


CLEANERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, IIl. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


GRADERS. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


HARVESTERS. 


H. D. Hume Co., Mendota, III. 
Food Mchy. & Chem. Corp., Hoopeston, III. 


HULLERS AND VINERS. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
F. Hamachek Machine Co., Kewaunee, Wis. 
Scott Viner Co., Columbus, Ohio. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PICKING TABLES. 
Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, IIl. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


WASHERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, IIl. 
Huntley Manufacturing Co., Brocton, N. Y. 
Scott Viner Co., Columbus, Ohio. 

A. K. Robins & Co., Inc., Baltimore, Md. 
United Co., Westminster, Md. 


PINEAPPLE MACHINERY 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PRESERVERS’ MACHINERY 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, Ill. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robi:us & Co., Inc., Baltimore, Md. 
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EXHAUSTERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PEELING KNIVES. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PEELING TABLES, Continuous. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


SCALDERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
Huntley Manufacturing Co., Brocton, N. Y. 
A. K. Robins & Co., Inc., Baltimore, Md. 


WASHERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
Huntley Manufacturing Co., Brocton, N. Y. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


TOMATO PRODUCTS & JUICE MACHINERY 


COOKING COILS for Kettles and Tanks. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 


JUICE EXTRACTORS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


JUICE HEATERS. 


Berlin Chapman Company, Berlin, Wis. 
Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 
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KETTLES. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, III. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
Lee Metal Products Co., Philipsburg, Pa. 
A. K. Robins & Co., Inc., Baltimore, Md. 


PULPERS AND FINISHERS. 


Chisholm-Ryder Co., Niagara Falls, N. Y. 
Food Mchy. & Chem. Corp., Hoopeston, II. 
F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


GENERAL SUPPLIES 


BASKETS. 
Planters Manufacturing Co., Portsmouth, Va. 
Riverside Manufacturing Co., Murfreesboro, N. C. 


BCOKS, on Canning, Formula, Etc. 


A Complete Course in Canning 
The Almanac of the Canning Industry 


BOXES, Corrugated or Solid Fibre. 
Eastern Box Company, Baltimore, Md. 
Robert Gair Company, Inc., New York 17, N. Y. 
United Container Co., Philadelphia, Pa. 
David Weber, Co., Philadelphia, Pa. is 
CANS, Tin, All Kinds. 


American Can Co., New York City 

Continental Can Co., New York City 

Crown Can Co., Philadelphia, Pa. 
HARVESTING EQUIPMENT. 


H. D. Hume Co., Mendota, III. 


INSECTICIDES. 
Miller Chem. & Fert. Corp., Baltimore, Md. 
Pittsburgh Plate Glass Co., Milwaukee, Wis. 
INSURANCE, Canners. 
Canners’ Exchange, Lansing B. Warner, Chicago 
Manufacturers & Merchants Indemnity Co., Cinti., O. 


LABELS. 


Gamse Litho. Co., Baltimore, Md. : 
Muirson Label Co., San Jose, Cal. - Brooklyn, N. Y. : 
Piedmont Label Co., Bedford, Va. 

Simpson & Doeller Co., Baltimore, Md. 

Stecher-Traung Litho., Rochester, N. Y. 


LABORATORIES, for Analysis of Goods, Etc. 


American Can Co., New York City : 
Continental Can Co., New York City e 
National Canners Assn., Washington, D. C. 


MANUFACTURING CHEMISTS. 
Chas. Pfizer & Co., Inc., New York City. 


PASTE, CANNERS’. 


F. H. Langsenkamp Co., Indianapolis, Ind. 
A. K. Robins & Co., Inc., Baltimore, Md. 


SALT. 
Diamond Crystal Salt Co., Inc., St. Clair, Mich. 2 


Morton Salt Co., Chicago, II. : 
Worcester Salt Co., New York City. ‘ 


SEEDS, Canners’, All Varieties. 
Associated Seed Growers, Inc., New Haven, Conn. 
Corneli Seed Co., St. Louis 2, Mo. 
Michael-Leonard Co., Sioux City, Ia. 
Northruv, King & Co., Minneapolis, Minn. 
Rogers Bros. Seed Co., Chicago, III. 
F. H. Woodruff & Sons, Inc., Milford, Conn. 


SEEDS, PEA AND BEAN. 


Associated Seed Growers, Inc., New Haven, Conn. 
Corneli Seed Co., St. Louis 2, Mo. 
Michael-Leonard Co., Sioux City, Ia. 

Northruv, King & Co., Minneapolis, Minn. 

Rogers Bros. Seed Co., Chicago, IIl. 

F. H. Woodruff & Sons, Inc., Milford, Conn. 


SEED, TOMATO. 


Associated Seed Growers, Inc., New Haven, Conn. é 
Corneli Seed Co., St.-Louis 2, Mo. 

Michael-Leonard Co., Sioux City, Ia. 
Northrup, King & Co., Minneapolis, Minn. e 
F. H. Woodruff & Sons, Inc., Milford, Conn. 


SUGAR, DEXTROSE. 
Corn Products Sales Co., New York, N. Y. 


TIN (Pig). 
Metal & Thermit Corp., New York, N. Y. 
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@ Appetizing appearance sparks the initial 
sale. The smooth velvety texture of many 
processed cheeses is a direct result of the effi- 
cient emulsifying action of Pfizer Sodium 
Citrate or Sodium Gluconate. 

The remembrance of delicious taste reaps 
many 2 repeat sale. Pfizer Citric and Tartaric 
Acids add a tongue-tingling tartness to jams, 


jellies and preserves that just balances the 


of many quality foods 


major source of the dietary — essential vita- 
mins. For further details on Pfizer Chemicals 
for the Food Industry please write: Chas. 
Pfizer & Co., Inc., 630 Flushing Avenue, 
Brooklyn 6, N. Y.; 425 North Michigan 
Avenue, Chicago 11, Ill.; 605 Third Street, 


San Francisco 7, Calif. 


| sweetness of sugar and enhances fruit flavor. 


Manufacluring Chemists Since 1849 


f Nutrition-conscious Mrs. America shops 
increasingly for health-building foods. To 


meet her demands, remember Pfizer as a 


THE CANNING TRADE - 


January 16, 1950 


A NEW INTRODUCTION 


which promises to be of exceptional merit will be shown at 


BOOTH No. 1 
Atlantic City Convention 


first on the right as you enter the hall 


DON’T MISS IT! 


ASSOCIATED SEED GROWERS, Inc. 


Breeders and growers of vegetable seeds since 1856 


Atianta 2 e Cambridge, N.Y. © Indianapolis 25 e Los Angeles 21 e@ Memphis 2 
Milford, Conn. e Oakland 4 e Salinas * San Antonio 6 


Main office: New Haven 2, Conn. 
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